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VIEWING HABITS 
HAVE CHANGED 
IN COLUMBUS, OHIO 


ARB—Sign-on to Sign-off 
WTVN-TV Share of Audience 














MARCH NOVEMBER 
1953 11.5 18.2 
1955 17.7 28.7 
1957 33.1 35.0 
1958 33.7 
Sept. "58—33.1 
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Columbus, Ohio e see your Katz man 

















RUSS VAN DYKE's news PAUL RHOADES reports MARY JANE CHINN AL COUPPEE, high- WIN DOUGLASS reports BILL RILEY, veteran air Se 
ratings are high as 50.8 the news, sells the leads the lowa fashion rated, highly regarded the sports, selis the salesman, leading TV -. 
ARB. viewer. parade. sportsman, goods. personality. 





e 





RON SHOOP covers the DON SOLIDAY knows GORDON GAMMACK, WALT RENO, man in BILL JOHNSON, news TED HAZARD sells so 
sports beat; good the news; does a great newspaper columnist, motion, salesman ex- reporter, able air sales- hard because he’s so 
salesman. job as m.c. air salesman. traordinary. man. believable 


ass 


Mera Alive! 


THIS IS TELEVISION IN DES MOINES 


lowa’'s lively center of business activity 





ON CAMERA! That's the way this "know-how, go-now’’ station keeps pace with all that's going on now in 


Des Moines. "Now" television .. . “this minute" television . . . spontaneous . . . vital . . . television that domi- 


nates this big-money, free-spending market. 


THE ENTHUSIASM FOR KRNT-TV's "MAN ALIVE!" PROGRAMMING creates enthusiasm for adver- 
tised products . . . generates buying excitement that shows up on the cash register. Buy the station survey- 
proven most people watch most . . . the station far more people depend on for accurate news ... the station 


with the most believable personalities, according to Central Surveys, Inc. 


YOUR CAMPAIGN IS LIVE... LIVELIER .. . LIVELIEST .. . sure of 









a success when you place it on KRNT-TV, CBS-affiliated to give viewers an 
See cae ee eg a 1 eyeful ... so ably represented by Katz. Complete program listings every 
I 
' 
TELEVISION MARKET: 1 ' e Y B 
KRNT-TV effectively covers 41 of the - You ve Got A live One When ou uy 
1 
homes, 88.4°/, of them with one or ! 
more TV sets. Retail sales $1,229,- | 
064,000. Facts compiled from Televi- 
sion Magazine Market Data, 1958, ! © 
and Survey of Buying Power, 1958. ! 
er er es See a 
Editorial Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 
Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 


THE DES MOINES month in SRDS. 

richest counties in lowa with 324,000 
Television Age is published every other Monday with an additional issue yearbook number published in December by the Television 
a year; elsewhere $12 a year. Volume VI No. 7. Second class mailing privileges authorized at Baltimore, Md. 





*Source: Trendex, October 1958 vs. October 1957; all 
sponsored evening programs (excluding news and religious 
programming) for the prime evening hours — 7:30-10:30 P.M. 
Important: these figures are from the latest (and only) official 
Trendex reports available to the television industry ... and 
not from a special study prepared for any specific network. 








COMPARATIVE RATINGS® 


All Sponsored Evening Programs, 7:30 - 10:30 P.M. 


+35% -11% +8% 


12.7 BYR 


1957 1958 1957 1958 1957 1958 
Look at the bar graph (above). It represents 


the Trendex ratings for the first week of the 
new TV season. The bar graph for share-of- 

ee _ oe audience tells just about the same story: 
ABC up from 23.4 to 31.7 — an increase of 
35%, as compared to an increase of only 6% 
for CBS and a drop of 13% for NBC. 

No matter how you break it down, 
ABC-TV’'s early-season gains have been re- 
sounding. The season, of course, has just 
started. But even at this stage, it is reward- 
ing to witness the mounting competitive 
strength of 


ABC TELEVISION 



























OH, BROTHER! 
CONGRATULATIONS 
TO US! 





No matter how we try, we can’t 
achieve Cleo’s detachment about our 
mutual success. 


Cleo goes with the People’s Choice, 
and in Kansas City that’s Channel IV... 
by Nielsen, and by a healthy margin. 


From our perch on Signal Hill we’re topping the 
market six ways from Sunday, with a whopping 
43.3 average.* 


Incidentally, “The People’s Choice” is one of our 
heaviest winners. That’s why we're stripping it at 
4:00 p.m., five days a week. There’s plenty more 

where this one comes from...WDAF-TV, Channel 

IV, that is...and Messrs. Harrington, Righter and 
Parsons are the people to see. 







*(See your latest K.C. Nielsen) 
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BASIC NBC 






A NATIONAL THEATRES STATION 
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27 ROW A, SEAT 1 


Appeal of sports’ unrehearsed dramas is winning 
more viewers—and more sponsors 


32 REPORT FROM ABROAD 


NBC-TV newsmen in six world capitals outline the 
problems and promise of tv overseas 


36 UPHEAVAL IN BRITAIN 
Are John Bull and his loyal subjects finding life 
changed by television commercials? 

38 TOP TEN—WHERE? 


A program may rank high nationally and still be 
an “also-ran” in some vital markets 


1] VISITING CAPTAIN 


Bob Keeshan has made the grandfatherly Captain 
Kangareo a legend for child viewers 


DEPARTMENTS 


1l Publisher’s Letter 


Report to the readers 


49 Spot Report 


Digest of national activity 


14 Letters to the Editor 52 Audience Charts 


The customers always write Who watches what 


1¢ 
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Tele-scope 61 Washington Memo 


What's ahead behind the scenes Tv and Capitol Hill 


i) 
_ 


Business Barometer 63 Wall Street Report 


Measuring the trends The financial picture 


75 In the Picture 


Portraits of people in the news 


bs 
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Newsfront 


The way it happened 


76 In Camera 
The lighter side 


_— 
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2 Film Report 


Round-up of news 








6% 


MORE! 


daily or weekly-- 
by day or night-- 
KCEN-TV has 
36% more viewers 





| Re: homes reached by KCEN-TV 
NCS No. 3 reveals: 


| NIGHT—Weekly NCS circ. 99,060 
| KCEN-TV advantage—36.26°% 

| NIGHT—daily NCS circ. 78,280 

| KCEN-TV advantage—36.30°% 


DAY—weekly NCS circ. 89,080 
KCEN-TV advantage—37.49°% 


DAY—daily NCS circ. 62,550 
KCEN-TV advantage—42.93°% 





To plant your brand 
deep in the heart of Texas 
cultivate the booming 
Temple-Waco market* 


"Temple leads state in retail sales gain for 
first 8 mos. of 1958 reports eed of Texas 
Bureau of Business Research. 


= KCEN-TV TV 


INTERCONNECTED Cannel 


Temple Office: 17 S. Third St. Ph. Prospect 
-6868. Waco Office: 506 Professional 


Building. Ph. Plaza 6-0332. TWX: Eddy, 
Texas, 


BLAIR TELEVISION ASSOCIATES 
National Representatives 
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Advertisement 


What’s a Radio TV 


Executive Factory? 


A great deal of interest in wNDU-Tv & Radio’s course in Telecommunications has 
been generated in the last year here on the Notre Dame campus and in the busy 
marts of Trade. 


For those of you who are interested in “where are our future communications 
industry leaders coming from?”, here are some facts worth conjuring. 


Telecommunications (as part of Communications, a degree course comprising 
also Speech, Drama & Journalism) consists of Divisions I & II covering radio 
and television. 


Telecomm I accommodates fourteen students—juniors and seniors, and covers: 
theory, trade practices & policies; station programming, production, engineer- 
ing, sales, promotion and administration. Telecomm II also accommodates four- 
teen students, (a student is required to take Telecomm I before enrolling in 
Telecomm II) and is “perform and learn.” In this section the students operate— 
write, direct, produce & sell their own shows for air presentation in certain selected 
and restricted time slots. They perform all duties required in the operation of a 
commercial radio and TV station. This is l’arnin’ the hard, easy way! 


Here is a partial run down of the eight hours of classes devoted just to TV sales 
in Telecomm I—just one-fifth of the total hours allotted to a single semester of 
Communication I. 
Ist hour: An introduction to the philosophy of selling and its application to TV 
sales. Selling prerequisites—personal equipment and basic selling arguments. 
Home Assignment: Write a personal biography of 500 werds. 
2nd hour: The effects of television on our national economy and culture. 
Home Assignment: Write short treatise on the way in which TV has had some 
effects on your own life. 
3rd hour: (1) TvB Film “E-Motion” (30 minutes). 

(2) Discussion of composition of TV commercials. 
Home Assignment: Write paper on “What elements do you think should go into 
a TV commercial?” 
4th hour: Sources of Income (Network, Spot & Local). Numbers of networks; 
of stations; reps vs. local sales force, philosophy of rates. 
Home Assignment: Should more time be allotted to network or should more 
time be devoted to local programming? Why? 
Etc., ete., etc. 
Throughout the whole of this two-part, empirically broad as well as exhaustively 
detailed course there is an all-pervading and not-so-subtle emphasis on the prac- 
tical application of Christian principles to program content, human relations, 
business practices—obligations to the public, clients and associates. 


A happy hum has this Factory! 
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Other success stories, too! 
Get details from 
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TELEVISION 
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Only 10.9% of metro Fort Smith views out-of-town stations—ARB 4-58 


To cover the Arkansas-Oklahoma border market you need 
Fort Smith's only TV station— 


C AC-TV FORT SMITH 
IV UP UEYY 
CBS NBC ABC CHANNEL 5 MAXIMUM POWER 


Represented by Venard, Rintoul & McConnell, Inc 
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Letter from the Publisher 


Challenge of Canon 35 


The efforts of the broadcasters to repeal Canon 35 of the Code 
of Ethics may at first glance seem an academic effort. Canon 35 
is the clause in the Code that prohibits broadcast or photographic 
coverage of a court trial. 

If the broadcast media are to achieve a mature status and a recog- 
nition equivalent to that of the press, then the repeal of Canon 35 
takes on an entirely different complexion. As Robert D. Swezey, vice 
president and general manager of wosu New Orleans, has said, “Our 
industry stands in a moment of decision. We must decide whether 
we will accept the full challenge which the sheer mechanical excel- 
lence of our media has thrust upon us, or whether we will content 
ourselves with becoming casual entertainers. . .. We who clamor for 
the right to speak must not shrink from the obligation to use it.” 

Bob Swezey recently pleaded an articulate case for the repeal of 
Canon 35 before the Missouri Bar Association. The legal fraternity 
has presented many objections to Canon 35. One of these is the 
diversionary effect of photographic and broadcast coverage upon 
the participants in a trial. To this objection, Mr. Swezey said that 
“many of us, from our experience as witnesses and from our ob- 
servations of others in that capacity, conclude that the normal per- 
son, once having taken the stand, becomes so absorbed in the busi- 
ness before him that he is no longer overly conscious of the par- 
ticulars of his surroundings.” 

In answer to the observation that some lawyers would take undue 
advantage of the publicity afforded them by broadcast coverage, Bob 
Swezey goes on to say that “trial practice of any nature has always 
been a particularly demanding activity customarily shunned by the 
timid and the retiring. One of the principal attributes of an advocate 
is a certain confidence that he can take care of himself and his client 
in any circumstances that are likely to arise in connection with the 
trial.” As a matter of fact, Mr. Swezey continued, “the brighter and 
more competent the lawyer, the more delighted he is to have his 
adversary make a ham of himself. Again, just as in the case of the 
judge, the lawyer is an officer of the court, participating in a public 
proceeding. Why shouldn’t the public be entitled to see for itself 
how he deports himself?” 


There are two other arguments which Bob Swezey demolished in 
a speech before the Radio-Television News Directors Association. 
One of these is that photographic or electronic coverage must be 
“partial in the sense of being less than the whole.” This is equally 
true of print coverage. 

Another argument is that broadcasters will select for coverage 
only those trials which have a high content of general public interest. 
Here again, Mr. Swezey states that “no convincing distinction can 
be drawn between the press and broadcasting. By and large, the 
broadcasters, like the newspaper publisher, will want to bring to the 
public those proceedings which will be reasonably calculated to be 
of especial interest to a fairly substantial part of the audience.” 

Bob Swezey was recently tendered the Paul White Award by the 
Radio-Television News Directors Association. This award will be 
applauded by the entire industry for his statesmanlike efforts to 
remove an important block to freedom of information. 


Cordially, ty por 





call hin CREAT 
Advertisers day he's. 


Sellng DYNAMITE! 

















































Adults love him! 
Kids worship him! 


"BREAKFASTIME 
WITH SOUPY" 


A happy morning show with an 
established audience ready to move 
from noon to morning with their 
favorite comic. The new time will 
mean more adults will be around, too 
... Making Soupy a better buy than 
ever! When you buy Soupy you buy 
the comic who became the top-rated 
daytime show in Detroit—outrated 
network competition from the other two! 


7:30-8:30 A.M. MONDAY thru 
FRIDAY starting OCT. 13 


For Availabilities contact 


WXYZ-TV-" 
DETROIT 


| oF Blair-TV! 
| 
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BOSTON 
BUFFALO 
MINNEAPOLIS 
CHARLESTON 


SOURCE: ARB AND PULSE 





: DIRECT FROM 
FABULOUS 
FIRST RUNS! 
ECONOMEE 
OFFERS YOU... 

S 

) 

3) 


2 POWER-PACKED PRESTIGE SHOWS 


SENSATIONAL “ANNAPOLIS” RE-RUN RATINGS: 


ACTION! GALLANTRY! 


mash Re-Tul 


ECONOMEE’S NEW STAR-SPANGLED RATING WINNER 


EST POINT 


SCORING FIRST RATINGS LIKE THESE: 


43.5 PITTSBURGH 52.5 
27.7 OMAHA 

32.3. SYRACUSE 

28.2 PROVIDENCE 37.5 









JOPLIN- 


“4 
EXCITEMENT! Individually eh 
or together, these two series with proved audience py 3a" 
appeal pack a selling wallop that will top your com- KZ: ne 
petition, help increase your sales fast! 








COLUMBIA, S.C. BALTIMORE PITTSBURGH 
RE-RUN | RE-RUN | RE-RUN 
39.1 | 24.5| 22.8 
CHARLOTTE LAS VEGAS SALT LAKE CITY 
RE-RUN | RE-RUN | RE-RUN 
28.7 | 26.5 | 34.7 
BOISE SEATTLE-TACOMA NORFOLK : 
RE-RUN | RE-RUN | RE-RUN 


28.4 





22.9 





20.8 


SOURCE: ARB AND PULSE 
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xy tS, 
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GLORIOUS AS OUR 
COUNTRY’S HISTORY. 
COMPELLING AS THE 
CALL TO COLORS! 








PRODUCED IN 
COOPERATION WITH 
THE U. S. NAVAL 
ACADEMY, THE 
DEPARTMENT OF THE 
NAVY AND THE 
DEPARTMENT OF 
DEFENSE! 










RATING PROVED! ZIV PRODUCED! 


ECONOMEE TELEVISION PROGRAMS 


488 MADISON AVENUE, NEW YORK 22, N. Y 


LOOK AT THESE TERRIFIC WEST POINT RATINGS: 


JACKSON, MISS BIRMINGHAM MIAMI 


RE-RUN | RE-RUN | RE-RUN 
















PRODUCED IN 
er 26.1 | 24.8) 28.5 
& * e 
WITH THE U. S 
MILITARY BOSTON DAYTON PITTSBURGH 
ACADEMY, THE 
wiaieteathatie RE-RUN | RE-RUN | RE-RUN 
sw 33.2 | 33.0 44.2 
THE DEPARTMENT . a a 
OF DEFENSE! 





BATON ROUGE BUFFALO ALTOONA 


RE-RUN | RE-RUN | RE-RUN 


34.8 | 28.8 | 26.5 


SOURCE: ARB AND PULSE 
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ITH UNLIMITED RATING-OPPORTUNITIES! 


* 


ALL THE IMPACT OF A 21 GUN SALUTE 


A “MEN OF 6 4 
SCORING =| RATINGS LIKE THESE: 
BOISE 28.6 NEW ORLEANS 49.5 
CHARLESTON 33.0 PEORIA 32.5 


BUFFALO 26.0 DAYTON 28.4 
JACKSONVILLE 31.0 BATON ROUGE 29.1 


SOURCE: ARB AND PULSE 





TIMELY! VITAL! Win community praise for out- 
standing public service. Both series available for 

- full or alternate sponsorship or as spot carriers to 
a » fit your sales and programming needs. 


Lestoil Campaign 

. very fine story in your October 
6th issue concerning our Lestoil cam- 
paign here in Evansville. I have re- 
ceived many phone calls from all over 
the country commenting on your article. 
The reaction that we have received in- 


YOUR NEW 


CBS 


BASIC 
is 


The SELLibrated (and only full 
powered) station in the 


GOLDEN VALLEY 


(Central Ohio) 


WHTN 


CHANNEL 13 
Huntington-Charieston, W. Va. 
serving 4 stotes and 5 prime cities 

A COWLES OPERATION 


Get the dollars ond cents story 
from Edward Petry Co.. Inc. 





dicates the extensive readership that 
TeLevision AGE has within the televi- 
sion industry. 
Epwin G. RIcHTER Jr. 
General Manager 
WEHT-TV Evansville 
Corporate Image 
HAVE YOU PUBLISHED ARTICLES 
WITHIN PAST TWO YEARS WHICH DEFINE 
CORPORATE IMAGE OR STATURE OF 
EITHER AM OR TV STATIONS? ... 
GeorGE MATHIESON 
Assistant General Manager 
KPIX San Francisco 
Note: Publisher's Letter, tv ace, July 14, 
1958, deals with this subject. 


That’s Bill on the Left 

Through a typographical mix-up, Bill 
Swanson, general manager of KTUL-TV 
Tulsa, was not properly identified in the 


article “Winners Use Tv.” in the Oc- 


tober 20th issue of TV AGE. The picture 
is repeated below with correct cutline. 


ZWRLIAMS _ 
T 


J. Howard Edmondson, gubernatorial 
candidate and winner of the primary 
in Oklahoma (r.), and KTUL-TV gen- 
eral manager Bill Swanson (l.). 





CAMART DUAL 
SOUND READER 
Model SB-Ill 


Complete with optical sound re- 
production head (or choice of 
magnetic soundhead) base plate, 
amplifier-speaker. For single or 
double system sound. An un- 
beatable combination with Bell 
& Howell 16mm precision viewer, 
sharp brilliant 24%, x 3% picture. 


Dual Reader $195.00 
Bell & Howell Viewer $99.50 





THE CAMERA MART, INC. 
1845 Broadway, New York 23, N. Y. 
PL 7-6977 
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Candelabra Tower 


Construction has begun on a 
tower designed to support the an- 
tennae of WBAL-TV, WMAR-TV and 
WJZ-TV, three 
vision Representing a 


Baltimore’s tele- 
stations. 
three-year design and engineering 
effort, the tower is the first of its 
kind in the U. S. to support three 
antennae horizontally spaced on a 
candelabra. The new tower is ex- 
pected to improve the over-all 
television signal coverage area of 
all three stations, facilitate use of 
indoor tv antennae and provide 
better television reception in rural 
areas. Since all three transmitting 
antennae are at the same location, 
receiving antennae may be ori- 
ented in one direction for the best 
reception of all three stations. The 
height of tower and antennae will 
be 730 feet above ground and 
1,047 feet level. 
Weather permitting, test transmis- 


above sea 


sions will begin next January or 
February. 





RCA Tape Recorder Status 
I notice in the September 22nd ar- 
ticle that you mention that RCA has 
just launched a marketing campaign 
for its recorder. We have not yet seen 
anything new from RCA and are won- 
dering if they are still considering 

entering the business. . . . 

Neat K. McNaucuton 
Manager Professional Products 
Division 
Ampex Corp. 


Note: While RCA plans for the future have 
not been announced, the RCA color tape re- 


corder was placed on the market in the late 
summer. WBTV Charlotte was the first station 
to buy an RCA tape recorder. At press time, 
RCA executives had no comment on a video- 
tape marketing campaign. 
Film Progress 
... 1 very gladly referred to one of 
TELEVISION AGE’s studies in the en- 
closed speech, which I delivered to the 
National Association of Broadcasters 
Conference in Oklahoma City. 
EuGENE S. THOMAS 
V.P.and General Manager 
KETV Omaha 
Note: Quote: “Why do stations buy more 
films each year? Only four years ago 64 
per cent of non-network time was program- 
med by film, TELEvis1on AGE reports. Today 


the figure is 74 per cent—three of every four 
non-network hours.” 








In New Orleans . 


NEW ORLEANS": BY PAUL NINAS: FROM THE WOSU 


CHT HARBOR 


WDSU-TV gives you: the picture 


Sailing, cruising, fishing, 
golf—outdoor activities like 
these will go on right through 
the winter in America’s 


most different city. 


This means that marketing 
opportunities are different, 
too. With WDSU-TV’s years 
of experience as a guide, 
advertisers can take full 
advantage of this individual 


marketing picture. 


Knowing what New Orleanians 
like has enabled WDSU-TV 

to deliver more audience 

than all other stations combined 
—day after day, night after 
night, month after month.* 


*ARB—May 26-June 22, 1958 
Telepulse—August 1-8, 1958 
Niclsen—July-August, 1958 





Letters (Continued from page 14) 


Pre-fab Article 
. . . WBZ-TV Boston asked me to sub- 
mit a release regarding our television 
commercials on pre-fab buildings and 
their success. I would be interested to 
know if this article was ever published 
in your magazine? 
LEONARD GILMAN 
President 
Gilbilt Lumber Co. 
Burlington, Mass. 
Note: Product Group Success story No. 40, 
“Pre-fab Housing,” in the October 20th is- 
sue included the material on Gilbilt and a 
number of other pre-fab companies. 


And in St. Louis 
... your St. Louis story was great... . 
Gene WILKEY 
General Manager 
KMOX-TV St. Louis 


Product Group 
PLEASE AIR MAIL 25 COPIES HOME 
BUILDING & REAL ESTATE. NEED FOR 
MEETING MONDAY. 
Roy T. CHAPMAN 
KTSM-TV El Paso 


animation, inc. is moving to larger 
quarters, we are not expanding. 


our goal is not to he the bigrest, 
just the most comfortable. 


in our new studios on hollywood's 
film row, we will continue to make 
better pictures, for better 
selling, through television. 
*q comfortable picture is a 
happy picture. 
animation, inc. 
736 north seward street 


hollywood 38, california 
hollywood 4-1117 


effective november | 


Wrong Syndicator 
. . in the Pulse Audience Composi- 


tions and the ARB City-by-City Ratings | 


you consistently list the distributor of 

our great show Stories of the Century 

as Guild. We are extremely proud of this 

show and want all the credit for its dis- 
tribution. 

Lester J. NELSON 

Hollywood Television Service 


North Hollywood 


‘Treasure’ Gets Good Rating 


... in the October 6th issue of TELE- 
VISION AGE, page 82 shows the ARB 
city-by-city ratings for August. Our 
show Treasure, syndicated by George 


Bagnall & Associates, is on KING-TV Se- | 


attle on Friday nights at 9:30. Its Au- 
gust rating in ARB was a 14.5 and 14.1, 
or an average for the half-hour of 14.3. 
This would have placed it in number 9 
position with seven other shows below 
it. 

Our September rating with Treasure 
on KING-TV was a straight 14.3 in both 
15-minute segments. 

CHARLES VANCE 
Bill Burrud Productions 
Hollywood 


he 


ai 


LADIES LISTEN 


NEWS & 
WEATHER 


© WOMEN ARE THE MOST DOMINENT VIEW- 
ERS* EVERY DAY, MONDAY THROUGH FRIDAY, 
DURING ALL SCHEDULED NEWS AND WEATHER 
CAST! NOW... 


“MIDDAY 
EDITION” 


MON.-FRI. 
1:00-1:15 P.M. 





© 83% OF ADULT AUDIENCE** ARE WOMEN, 
MONDAY THROUGH FRIDAY 1:00-1:15 P.M. 


* ARB Report April "58 
** PULSE January "58 


Low CPM 
Class “C” Plan 


Channel 


The only media completely cov- 
ering and dominating this rich 


CALL 
The HOLLINGBERY CO. 


November 3, 1958, Television Age 


17 








ANNOUNCEMENTS: 36.00 TO 





Sock 


Ns 


SOT CNR Ree eet aae ge: 


’ 
i 
| 


- pene: 


we 


BOIS DES GARDENIA SALES RESULTS - 


PARTICIPATIONS 


NEW NO 2 PERFUME “FOR THE CLIENT” 


TEXAS LEATHER — 


90.00 TO 250.00 PROGRAMS: 90.00 TO 1200.00 





N° 2 


CHANNEL 








EDWARD PETRY & CO., National Representatives 












ITC Sets Up Re-Run Division 

Independent Television Corp. continued its brisk ex- 
pansion program this week with the establishment of a 
new division—Arrow Productions—which will handle re- 
run properties. Although special sales organizations for 
re-runs are hardly unique in the tv film distribution field, 
ITC’s new division is unique in that it will place a special 
emphasis on program counseling. According to Walter 
Kingsley, president, Arrow Productions will sell and serv- 
ice stations, and will also counsel them as to the best use 
of film properties. Alvin E. Unger, with the Ziv organiza- 
tion for the past 19 years, has been named admini trative 
manager of the re-run division. Stanley Levey, with Tele- 
vision Programs of America (acquired by ITC) for the 
past three years, has been appointed sales manager. Five 
regional sales and counseling divisions have been estab- 
lished within Arrow Productions. 


New Product Tests 

Two major video advertisers—Quaker Oats Co. and 
Warner-Lambert Pharmaceutical Co.—are testing new 
products in several markets. The cereal maker has a high- 
protein brand called Life running placements in Omaha, 
Scranton, Salt Lake City and Albany-Schenectady-Troy, 
with J. Walter Thompson Co., Chicago, handling the cam- 
paign. For the drug company, New Faces, a lotion skin 
cleanser, is reported testing in Washington, D. C., and 
Los Angeles. Norman, Craig & Kummel did the buying, 
but Lambert & Feasley takes over at the first of the year. 


GKS in Two-Way Expansion 

Gross-Krasne-Sillerman, Inc., newly established tv film 
company, is currently involved in a two-way expansion 
program: production and distribution. The firm has an- 
nounced plans for the production of four 39-episode series, 
the first of which will hit the air early next year. It is Mr. 
Glencannon, which has already been sold to Olympia 
Brewing for 45 west-coast markets. The three additional 
programs are an anthology series titled Fate, and Trader 
Horn and Flying Doctor, to be produced in England. 
Michael M. Sillerman, formerly executive vice president 
of Television Programs of America, is president of GKS. 
Philip Krasne is chairman, and Jack J. Gross is vice chair- 
man. Jerry Franken, formerly with TPA, is assistant to 
the president. A sales staff expansion is now under way. 


Snowdrift Back 

Snowdrift shortening, which canceled out of its tv 
schedules early this past summer and turned the spots 
over to companion Wesson Oil, is reported about to begin 
new activity for a campaign starting early next year. The 
product has used a large number of markets and long- 
term placements in the past. Fitzgerald Advertising 
Agency, Inc., New Orleans, handles the account; Margaret 
Stair is the timebuyer. 





~wreww moreso Tele-scope 


Powdered Beauty-Soap Test 

A new consumer product reported as a powdered beauty 
soap called Luron will be marketed shortly by U. S. Borax 
Co. Spot will be used in a six-month test in two markets 
chosen from Green Bay, Madison, Pueblo, Spokane and 
Tucson. The Los Angeles office of McCann-Erickson han- 


dles the account. 


UA Expands In Television 

United Artists Corp., which became a power in the 
motion-picture industry within a few short years, over- 
night became important in the television film business 
with the acquisition of all the assets of Associated Artists 
Productions Corp. through an independent affiliate spe- 
cifically set up to do this—United Artists Associated, Inc. 
UA, through this company and through United Artists 
Television, a subsidiary, obviously has big plans for tv. 
UAA and UA TV will continue as separate operations for 
the present, according to Herb Golden, vice president of 
the parent company and president of UA TV. However, 
Mr. Golden indicated that a single television feature dis- 
tribution organization was possible at a later date. UAA 
will distribute the Warner Bros. features, Looney Tunes, 
Merrie Melodies, short subjects and Popeye cartoons. UA 
TV is currently distributing 163 feature films in four 
packages and is committed to a $10-million television 
schedule calling for six 39-episode programs per year (see 
Film Report). The development and distribution of these 
half-hours will remain separate from the feature operation, 
Mr. Golden said. Total amount of money invested in the 
acquisition of AAP was said to amount to more than $30 
million. 


Bell & Howell in Tv 

With an eye toward sales successes noted by Eastman- 
Kodak and Polaroid in tv, Bell & Howell Co. is coming 
strongly into the medium this month. An initial test last 
spring influenced the camera maker's decision to buy 
Cimarron City, Dragnet and the NBC News show for a 
pre-Christmas push. A new electric-eye still camera, along 
with standard items, will be heavily promoted. Good re- 
sults could produce another year-round tv advertiser. Me- 
Cann-Erickson, Chicago, handles the account. 


CBS-TV Adds More Tape Recorders 

CBS-TV has ordered six more Ampex videotape record- 
ers for its Hollywood operation, thus becoming the leading 
tape network, at least in terms of machines. At present, 
CBS-TV has 23 machines in operation, nine on the west 
coast and 14 in New York. The new recorders are sched- 
uled for an April delivery, to assist the network in resolv- 
ing DST problems and other tape commitments next year. 
For the present at least, CBS-TV’s 29 recorders represent 
quite an edge over the other networks. ABC-TV has 18. 
and NBC-TY 20 in operation. 
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Another thriller-diller from WJIRT 


Jee HH aE AE UE AE HH 

tet tee HE HY tt HE Ue HH 

HHH SHE HE HH Ett Ht LH 

Ae He dH He HE Hee He tH 
SHE HEE HH Ht 


“Hold it, chief, 
the latest figure is...” 


“TI know, Ponsonby, I know 
... 1,969,200!” 


Now for the first time: WJRT brings you Represented by 


a single-station TV wrap-up of the mid- HARRINGTON, RIGHTER & PARSONS, INC. 


Michigan market —1,969,200 consumers New York « Chicago + Detroit 
Boston « San Francisco « Ailanta 
strong. Complete facilities and services, too, 


including ABC primary affiliation and strong es 
local live and film programming. Look into Ww } Son : 
the new efficient way to sell the big mid- cH aver r- FLINT 
Michigan market, with grade ‘‘A” coverage 


of Flint, Lansing, Saginaw and Bay City. 
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Business barometer 


Both local and national spot billings dropped in August for the third month in 
@ row. 





Business Barometer reports indicate that local was down 0.5 per cent for August as 
compared with July, 
while national spot 
was off 5.0 per cent LOCAL BUSINESS 
for the same period. 





While the local decline was 
fractional, August is 
@ month that has shown 
a gain in local bill- 
ings for the past two 
years. The drop in 
spot was larger than 
that reported in any 
other August since the ayer 
Business Barometer 
figures were first 
compiled in 1953. 








1955-56 


Local business reports for 

August 1954 showed a 

drop of 2.2 per cent; 

for 1955 the decline 

was 1.9 per cent, and 

for 1956 there was a 

gain of 3.9 per cent. In August 1957 local billings were up 2.4 per cent, 
and this year there was a drop of 0.5 per cent. 








In national spot August 1954 

reports showed a drop SPOT BUSINESS 
of 3.4 per cent, 1955 auc. sept. oct : oe. Dan 
a gain of 2.4 per cent 
and 1956 a loss of 2.3 
per cent. In 1957 the 
loss was 2.7 per cent, 
and this year it is 
5.0 per cent. 








Fel Mar Apr 


1957-58 


All of these changes for the 
past three years can 1956-57 
be followed easily on 
the accompanying 
charts. 








While the continued weakness — 
in these two important 
divisions of tele- 
vision billings were 
expected to be greater 
than usual in the 
summer months because 
of the business 
recession, the light- 
ening of that downturn 
would indicate that 
the September reports 
will be more cheerful. 








First reports from the Septem- 
ber survey, now being 
compiled by Dun & Bradstreet. seem to indicate good progress in all divi- 
sions of television billings. 








November 3, 1958, Television Age 2] 












HOME BEFORE DARK 


BUGS BUNNY 


THE OLD MAN AND THE SEA 


All these films were produced 
... for the same audience,and people everywhere respond toquality 
... by the same men, experts in every phase of film production 
.. with the same vast technical facilities that established Warner 
Bros. leadership in motion pictures and television, including 
WB’s exclusive Ultra-Violet Background Matte Process 
.. and introducing WB’s complete East Coast editing and optical 


facilities. 


You can trust these creative experts to give your commercials the 
quality and impact of the best feature films...and at competitive 


prices! 
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What do these pictures have in common? 











ART DIRECTION 













THIS ART DIRECTOR... 
who brings excitement to this 
dynamic musical and power 
a spectacle’s extravagance, an 
industry’s energy, presented 
with the same vitality by this 
man. 









STANLEY FLEISCHER 





MUSIC SUPERVISION 


THIS MAN... 
whose musical direction gives 
depth to this drama and rich 
highlights to this award-win- 
ning commercial ...a psycho- 
logical study, a stylized auto- 
mobile display, each set to its 
own perfect theme. 


ANIMATION 


THESE MEN... 

who provide these cosmopoli- 

tan characters with a very 

animated existence...a 

notorious rabbit, a world-re- 

nowned sportscaster, created 

with universal humor and 

selling power by these Anima- 

tion Directors. ap 
CHUCK JONES 


SPECIAL EFFECTS 





THIS SPECIAL EFFECTS EXPERT... 
who brings the sea’s sweeping 
background to this great epic, 
magic to this award-winning 
commercial ... nature and a 
flying.T'V set from this man’s 
world of illusions. 













LOUIS LICHTENFIELD 









IN NEW YORK, IN LOS ANGELES, 
CALL OR WRITE CALL OR WRITE 
Joseph D. Lamneck David H. DePatie 
Warner Bros. Television Warner Bros. Television 
666 5th Avenue 4000 Warner Blvd. 
Circle 6-1000 HOllywood 9-1251 



















Do stations realize film’s importance . . . page 23 


Bigger spot tv budgets boost sales ...... page 295 


BPA meeting will hear Don McGannon . page 48A 


Keeping Film Price Down | 

“Lack of understanding between tele- | 
vision stations and distributors of film | 
product for tv results in an ultimate — 
punishment—higher prices brought on 
by higher selling costs, and less profit 
for both parties.” 

As vice president and managing di- 
rector of watv Charlotte, N. C., Ken- 
neth Tredwell Jr. is duly concerned 
with holding film prices down. He be- 
lieves the objective could be realized if, 
from the producer’s viewpoint, stations 
would learn to appreciate the true im- 
portance of film product and allocate 
enough time and thought to it; and if 
stations would pause to realize the show 
is the vehicle that sells the time, with 
the film company already having in- 
vested—or potentially invested—more 
than $1 million just to be able to offer 
the product. 

In the opinion of the station, says 
Mr. Tredwell, the distributor doesn’t 
attempt to appreciate the station’s prob- 
lem as regards its sheer economic abil- 
ity to pay for film product; and that 
distribution should recognize there is 
a quality differential between various 
products, and station operators must be 
given a fair opportunity to re-sell film 
product at a profit. 

To help station men resolve some of 
the major causes of conflict with film 
distributors, Mr. Tredwell, who is on 
the tv-film committee of the NAB, sug- 
vests the following rules in buying film: 

1. Anticipate your needs. Time is a 
great ally toward effecting the best buy 
for your dollar. 

2. Take quality into consideration 
rather than buying for price alone. 

3. Negotiate on a firm basis. With 
money on the table, you get a better 
deal and save time, which in itself is 
money. 

4. Be at least fair in evaluating your 
market's ability to pay. Pushing a price 





down to its absolute, irreducible min- 
imum, after you know you are going to 
buy, may harm relations at a later date. 

5. Consider last year’s product. If a 
series has not played your market, it 
is still fresh and should merit considera- 
tion with new series. It may be better, 
and the distributor will welcome your 
business on it enough to save you 
money. 

6. Attempt to purchase more than 
one series from the same distributor 
when you are programming strips. Bulk 
dollars to the same company mean 
savings. 

7. Handle film carefully and efficient- 
ly. Carelessness adds to eventual sales 
costs. 

8. Return films or trans-ship them 
promptly. Delay means the distributor 
must stock additional prints. Such costs 
will be passed on to you. 

9. Satisfy yourself that your local 
sales staff is conscious of the possibilities 
of re-selling film product to additional 
local advertisers on either a full com- 
mercial or a participating basis. 

10. Consider distributors and their 
salesmen as necessary to the welfare of 





KENNETH TREDWELL JR. 
. . suggests do’s and don'ts . . . 


murmur Noawsfront 


your business, and treat them as busi- 
nessmen. 

Station operators should also follow 
a list of “don’ts” in order to get the most 
out of every film dollar, advises Mr. 
Tredwell. His suggestions are: 

1. Don’t overbuy. Purchasing more 
films or more runs of a film than you 
can foresee scheduling, in order to com- 
pensate for the price, is false economy. 
It reduces flexibility and often puts a 
dangerous inventory on the film-room 
shelf. 

2. Don’t buy price alone. Buy prod- 
uct. Remember you are not the final con- 
sumer . . . your viewers are. 

3. Don’t express interest in a film 
unless you seriously mean it. Strained 
relations often stem from false hopes 
built in a distributor to keep him from 
offering product to a competitor. 

4. Don’t buy to keep competition 
from a show. You can’t buy everything. 
Such action upgrades prices in your 
market, depletes your own budget and 
decreases future elasticity. 

5. Don’t buy ratings only. Nearly 
every salesman can show his film is tops 
somewhere. 

6. Don’t buy gimmicks. Good product 
sells on merit. 

7. Don’t “buy scared.” There isn’t a 
film produced that will put you off the 
air if you don’t buy it. Salesmen who 
flaunt competition to effect a buy may 
cause you to over-buy and over-pay. 

8. Don’t expect miracles. Even the 
finest series or features need effective 
publicity and promotion. Poorer fare 
can be made into a money-maker by 
the same principles. 

9. Don’t consider film as a means of 
filling holes between network or local 
programs. 

10. Don’t assume you are the only 
one with economic problems. Distrib- 
utors have some of their own. Spread 
your dollars around in distribution if 
possible, because fewer producers and 
distributors will mean less product and 
eventual higher prices. 


Hamm’s No. | Again 
Hamm’s beer held on to first place 
for the second consecutive month in 
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Now, you say when 


And how often too! For once programs and commercials are recorded on Videotape*, scheduling is wide 
open. Playbacks can be telecast immediately — hours later—or anytime you decide. At least 100 repeats 
can be made. from any one recording. Copies can be made. And tapes recorded on a VR-1000 Videotape 
Recorder can be played back on any other VR-1000, anywhere. 


Never before have sponsors been able to schedule commercials to reach selected audiences so easily. 
Never have stations had so many “‘live’’ availabilities to offer. 


Get the complete story on the many things Videotape Recording can do for you. Write today. 
. 


CONVERTS TO COLOR ANYTIME « LIVE QUALITY + IMMEDIATE PLAYBACK + PRACTICAL EDITING + TAPES INTERCHANGEABLE « TAPES ERASABLE, REUSABLE « LOWEST OVERALL COST 





850 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 











Offices in Principal Cities CORPORATION 


professional 


products division 





*rm AMPEX corP. 
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the American Research Bureau survey 
of best-liked commercials. The Septem- 
ber tally showed Piel’s beer once again 
in the runner-up position, with Plym- 
outh, making the list for the first time 
since May, jumping into third place. 
A number of commercials reap- 
peared on the survey after an absence 
of some months. Ford and General 
Electric both came back to tie for the 
12th spot, while Schlitz was ranked, 
along with six others, in the 16th slot 
after an absence of four months. 


Several commercials jumped into 
higher ranking positions this month. 
Falstaff beer moved from 17th to fifth, 
Raid from 10th to sixth, Zest from 12th 
to sixth, Black Flag from 21st to 16th 
and Ballantine from 21st to ninth, for 
the biggest advance of the month. 


Commercials that declined in popu- 
larity this time included Winston ciga- 
rettes, falling from third place in Au- 
gust to ninth this month. Seven-Up, 
which had been in command of sixth 
position for four months straight, 
slipped in September to 11th; Ivory 
soap dropped from eighth to 16th; 
Newport lost six places to rank 14th; 
Burgermeister dropped from 12th to 
16th, and Wrigley, which was a new- 
comer to the list last month, lost the 
most ground, tumbling to 23rd. 


Results were tabulated from diaries 
placed by ARB for the week of Sept. 
6-12. Each diarykeeper was asked to 
note his favorite commercial for that 


Best-Liked Tv Commercials 


Based on ARB’s National Diary Sample, 
Sept. 6-12, 1958 


Rank Commercial and Agency 
Hamm’s—Campbell-Mithun 
Piel’s—Young & Rubicam 
Plymouth—N. W. Ayer 
Dodge—Grant 
Falstaff—Dancer-Fitzgerald-Sample 
Alka-Seltzer—Geoffrey Wade 
Raid—Foote, Cone & Belding 
Zest—Benton & Bowles 
Ballantine—Wm. Esty 
Winston—Wnm. Esty 
Seven-Up—J. Walter Thompson 
Ford—J. Walter Thompson 
. General Electric—Young & Rubicam: 

N. W. Ayer; Maxon 

. Dash—Dancer-Fitzgerald-Sample 

. Newport—Lennen & Newell 

. Bab-O—Brown & Butcher 

. Black Flag—J. Walter Thompson 

. Burgermeister—BBDO 

. Ivory—Compton 

. Kraft—J. Walter Thompson 

. Post Cereals—Benton & Bowles 

. Schlitz—J. Walter Thompson 
23. Lestoil—Jackson Associates 
23. Playtex—Reach, McClinton 
23. Wrigley’s—Meyerhoff 


RR SSAA SVE YN 


survey week. As always, these listings | 
do not attempt to measure audience 
size or effectiveness, but indicate only 
a preference for the commercial. | 


Ziv Peak Year 

Production activity at Ziv hit a 
record high this year. Latest project, 
Bold Venture, starring Dane Clark, is 
the company’s fifth series to go into 
syndication in 1958 and the 10th pro- 
duction effort of the year. 

The new program is based on the 





Dane Clark and Joan Marshall are the 
stars of Bold Venture 


radio series which featured the late | 
Humphrey Bogart and his wife, Lauren | 
Bacall. It is described as a sea-going | 
adventure show (Mr. Clark portrays the | 
skipper of a cargo sloop) and the locale | 
is Trinidad and the Caribbean. Joan | 
Marshall, a Hollywood discovery, will | 
also star in the series. Producer-writers 
are David Friedkin and Morton Fine. 

Ziv has already conducted sales meet- 
ings on its latest syndicated offering. 
These took place in Chicago, New York, 
Cincinnati, Dallas and Los Angeles, and 
were under the direction of M. J. Rif- 
kin, vice president in charge of sales, 
and Len Firestone, syndicated sales 
manager. 

Production activity at Ziv this year 
centered around the following pro- 
grams: Bat Masterson, Rough Riders, 
Mackenzie’s Raiders, Dial 999, Target, 
Sea Hunt, World of Giants, Highway 
Patrol (fourth-year production) and 
Tombstone Territory. 


Petry Study 
As advertising expenditures for any 
product generally represent only a 
small share of the total income realized 
(Continued on page 48A) 


“How to be in two 
places at once” 


Mr. Joel Chaseman 
Program Manager, WJZ-TV 
Television Hill, Baltimore 


“We Videotaped* a busy candi- 
date’s campaign speech. He was 
on the air “live’’ and actively 
campaigning at the same time — 
literally in two places at one 
time, thanks to our Videotape* 
Recorder. 


AMPEX 


CORPORATION 

















850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 
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*TM Ampex Corporation 
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The cake says “Anniversary” — just ten years since Blair-TV 
began operations in November of 1948, as television’s first 
exclusive national representative. 

In those ten significant years, television has outdistanced all 
other forms of national advertising. 

The TV-homes total has leaped from 172,000 in early 1948 
to more than 43,500,000. * 

Spot television, barely started with 9-million-dollar volume 
in 1949, is headed toward a 400-million dollar year in 1958. 

Yes, in ten significant years television has proved itself the 
most powerful selling force ever developed. In that development, 
Blair-TV has taken an active part. 

From the outset Blair-TV followed principles thoroughly 


BLAIR-IV 


TELEVISION'S FIRST EXCLUSIVE 
NATIONAL REPRESENTATIVE 


W-TEN— 
Albany-Schenectady-Troy 
WFBG-TV-— Altoona 
WJZ-TV — Baltimore 
WNBF-TV — Binghamton 
WHDH-TV — Boston 
WBKB —Chicago 
WCPO-TV — Cincinnati 
WEWS — Cleveland 
WBNS-TV — Columbus 


proved by the experience of John Blair & Company in station 
representation, including: 

Development of a mature staff to concentrate on television 
exclusively. 

Constant selling-through to decision-levels both with agencies 
and advertisers. 

Limitation of our list to stations and markets we could sell 
effectively. 

The start of our next ten years provides a fitting occasion to 
express our deep and sincere thanks to the stations listed 
below—stations whose alert cooperation has enabled us to help 
advertisers take full advantage of the almost-limitless selling 
power inherent in Spot Television. 


*T vB estimate — 10/15/58 


KFJZ-TV — Dallas-Ft. Worth 
WXYZ-TV — Detroit 
KFRE-TV — Fresno 
WNHC-TV— 

Hartford-New Haven 
KTTV—Los Angeles 
WMCT — Memphis 
WDSU-TV — New Orleans 
WABC-TV — New York 
WOW-TV— Omaha 


WFIL-TV — Philadelphia 
WIIC —Pittsburgh 
KGW-TV —Portland 
WPRO-TV— Providence 
KGO-TV —San Francisco 
KING-TV— 

Seattle-Tacoma 
KTVI—St. Louis 
WFLA-TV— 

Tampa-St. Petersburg 
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SPORTS 


Appeal of unrehearsed drama 


is winning more viewers 


growing viewer preference for television 

entertainment offering live heroes and 
genuine drama is giving sports a new and more 
important prominence on television’s program- 
ming marquee. 

During the past year a stable roster of na- 
tional, regional and local advertisers has ex- 
pended the record sum of $78 million to sponsor 
sports events and buy spots and programs before 
and after these features. 

The three networks have all expanded their 
sports coverage, particularly intensifying schedul- 
ing on week-ends, including: 


@ NBC-TV’s addition of NCAA college bas- 


—and sponsors 


ketball to its weekly Saturday sports schedule. 

@ CBS-TV’s doubling of its hockey coverage 
to 20 games and increasing its racing broadcasts 
to 27 weeks. 

@ ABC-TV’s networking the Roller Derby 
and strengthening its sports program generally. 

Evaluated in terms of adjacencies surround- 
ing the various games, time, talent, facilities and 
pre-game and post-game shows, the advertiser 
sports investment breaks down as follows: base- 
ball — $34.6 million; football — $19 million: 
boxing—$16 million; pro basketball—-$5.5 mil- 
lion. Such miscellaneous events as hockey, golf, 
bowling, horse racing and “one-shot” sports 





specials account for the remaining 
$2.9 million. 

In the over-all sponsor sports 
shape-up, breweries again hold the top 
position, with oil and tobacco com- 
panies in second and third place, 
respectively. The westward trek of 
the Dodgers and Giants has occasioned 
a temporary abandonment of sport 
sponsorships by Schaefer and Knicker- 
bocker. Ballantine continues to devote 
approximately half its advertising 
budget to sport sponsorships. Atlantic 
Refining and Gillette are the oldest 
sports advertisers, while Marlboro and 
General Mills are among the most 
recent sponsors to climb on sport’s 
tv bandwagon. 

Excluding innumerable co-op ad- 
vertisers, the hard core of sports 
sponsors, as well as more recent ar- 
rivals, may be indexed in the follow- 
ing broad categories: 

Breweries: Ballantine, Gunther, 
Narragansett, Hamm, Carling, Goebel, 
Hudepohl, National Bohemian, An- 


heuser Busch, Pittsburgh Brewing, 


Football classic or World Series, 


od 
_¥ 


Duquesne, Falstaff, Pabst, Stroh, Mil- 
ler’s Brewing, National Brewing. 

Oil and gas: Atlantic Refining, 
Oklahoma Oil, Standard Oil of Indi- 
ana, Standard Oil of Ohio, Speedway 
Petroleum, General Petroleum, Amoco 
Gas & Oil, Esso Standard. 

Tobacco: Marlboro, Lucky Strike, 
Pall Mall, L&M, Chesterfield, Phillies 
cigars, Camels, Winston, Viceroy, 
Kools. 

Shaving and accessories: Gil- 
lette, Sunbeam, Mennen, Rise, Ameri- 
can Safety Razor. 

Autos and accessories: Ford 
dealers, Clinton engines, Pontiac Divi- 
sion of General Motors. 

Remedies and preparations: 
Bristol-Myers (Bufferin and Vitalis), 
Miles Labs (Alka-Seltzer and One-a- 
Day vitamins), Lewis Howe Co. 
(Tums). 

Others: Tasty Baking, Libby-Owen- 
Ford Glass Co., Kemper Insurance, 
Zenith Radio, Chock Full ’O Nuts, 
Merkel Meats, General Mills, Savings 
& Loan Foundation, Banker’s Trust 


ABC-TV at ringside 


Co., Eastman Chemical Co., American 
Machine & Foundry, Reynolds Metals. 
Assessed on an individual basis, 
the heavy sports expenditures of Gil- 
lette, General Mills, Marlboro and 
Bayuk emerge as practical testaments 
to the advertising potency of both 
television and varied sporting events. 
Gillette’s total sports outlay amounts 
to approximately $9.7 million. As 
television’s oldest and heaviest sports 
plunger, the razor-blade firm invests 
$5.5 million annually in NBC-TV’s 
52-week series, Cavalcade of Sports, 
$3.2 million in the World Series and 
All-Star Games and $500,00 in CBS. 
TV’s Triple Crown Racing. The vener- 
able dean of sports sponsors also ex- 
pended $500,000 on NBC-TV’s airing 
of the Rose Bow! football classic. 
Availing itself of NBC-TV’s year- 
round sports package plan, Bayuk 
Cigars, Inc., manufacturers of Phillies 
cigars, has purchased co-sponsorship 
of nine NCAA football games, 25 
NBA basketball contests, the Sugar 
Bowl, Senior Bowl, the National In- 


Wednesday 
nights 

















Professional hockey this year boasts a schedule of 20 games on tv, to be carried over 180 stations 


vitational College Basketball Tourney 
and the complete NBC-TV Major- 
League Baseball schedule. Other sports 
may be added to the program as they 
are scheduled and as television rights 
become available. 


“Phillies will 


use approximately 


128 television stations in every major 
market where the brand has full dis- 


tribution,” states Magnus Hendell, 
Bayuk advertising director. “We de- 
cided on a sports package for our 
television buy when we saw the sales 
success our regional baseball! sponscr- 
ship had this summer . . . The sports 
approach has been very successful 
for us.” 

Under the terms of the present 
NBC-TV sports plan, an advertiser 
may buy one-fourth of the pro basket- 
ball or college basketball package for 
$450,000; one-fourth of the college 
football games for $860,000; one- 


fourth of the regional college games 


for $340,000, and one-fourth of the 
network’s baseball line-up for $825,- 
000. During the 1958-59 season, the 
Bayuk investment will total more than 
$2.7 million. 

On the CBS-TV side of the sports 
fence, Marlboro emerges as the largest 
single sports investor. The cigarette 
firm pays approximately $700,000 for 
the baseball Game Of the Week pro- 
gram, accounts for more than $1.2 
million of the total sponsor invest- 
ment in the network’s 10-city system 
of regional football networking and 
expends more than $800,000 on CBS.- 
TV’s regional hockey telecasts. Marl- 
boro’s share of the over-all tv sports 
market also exceeds $2.7 million. 

Commenting on the heavy Marlboro 
sports investment, Thomas Christen- 
sen, brand manager, states: “Love of 
sports is an American common de- 
nominator. Marlboro thinks that by 
sponsoring sports 52 weeks a year, the 


character of the brand will benefit by 
association.” 

Early in June, General Mills, maker 
of Wheaties, reintroduced the long- 
absent breakfast cereal to the sports 
broadcasting scene in a series of 77 
15-minute pre-game programs titled 
Wheaties Sports Page. Representing 
an annual advertising outlay of $3 
million, the program precedes the two 
weekly network baseball series, the 
baseball All-Star Game, the World 
Series, pro football and college foot 
ball games, the pro football champion- 
ship game, the Rose Bowl, professional 
basketball and 
other major sports events. 

In areas where the NBC-TV and 
CBS-TV baseball games were blacked 
out, General Mills also sponsored the 
Wheaties Baseball Corner, a half-hour 
Sunday-night program over the 
ABC-TV network. The General Mills 


series is produced by Ed Sherick of 


hockey games and 
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Baseballers Feller, Snider, Frisch and Reese listen to Buddy Blattner on ABC-TV’s The Baseball Corner 


Sports Programs, Inc. 

Viewing sports programming as a 
type of tv fare likely to whet the in- 
terest of both sponsors and viewers, 
all three networks have intensified 
their efforts to widen their week-end 
sports coverage. As one CBS-TV 
spokesman put it: “Advertisers are 
now realizing sports are an untapped 
field of programming . . . Considered 
as a form of entertainment, sports are 
noticeably lacking in temperamental 
artists. No big rehearsals are needed, 
a dramatic ending is always present. 
and there is no fear of a performer 
missing a cue or forgetting his lines.” 

Maintaining a schedule that offers 
viewers 52 Fridays, 52 Saturdays and 
26 Sundays of night and daytime 
sports programming, NBC-TV leads 
the network sports league. With the 
addition of 14 weeks of college basket- 
ball to its week-end schedule, the 
network now boasts a Saturday sports 
line-up that includes 26 weeks of 
Major-League Baseball, 12 weeks of 


30 November 3, 1958, Television Age 





the college Football Game Of The 
Week and seven weeks of Racing from 
Hialeah. The latter show is sustaining. 

Effective Oct. 12, the network initi- 
ated a half-year of Sunday sports pro- 
gramming with the presentation of a 
vastly increased 26-week NBA basket- 
ball series. Last year the pro cagers 
pre-empted the Saturday schedule of 
NBC-TV sports programs. Other Satur- 
day network epics include four re- 
gional college football games, the 
East-West Shrine Game, the Senior 
Bowl and the Blue-Gray Game. Pre- 
sented on Friday nights on a round- 
the-year basis, Gillette’s Cavalcade of 
Sports is the big gun in the NBC-TV 
sports arsenal. 

CBS-TV is 


ways and means of rounding out its 


presently considering 
present schedule of Saturday and Sun- 
day sports events. The network’s trump 
sport cards are baseball, pro football 
and pro hockey. Early this year, 
CBS-TV scheduled its Baseball Game 


of the Week on a regular 26-week 





Saturday basis, but beginning June 
it extended its baseball coverage to 
embrace a 17-week series of Sunday 
Games. The widening of its baseball 
coverage gave the network a full 52- 
weeks of Saturday sport events and 31 
weeks of Sunday contests. 

Twenty weeks of pro hockey and 27 
weeks of racing are other prominent 
features of the network’s Saturday 
sports schedule. Effective Jan. 4 last, 
CBS-TV increased its national cover- 
age of Saturday-afternoon pro hockey 
games by 51.3 per cent over 1957 
coverage. Now boasting a schedule of 
20 games on tv, pro hockey will be 
carried this year on approximately 
180 stations. 

In a Sunday-afternoon schedule of 
14 weeks, 64 professional football 
games will be televised over a com- 
plex system of 10 regional networks. 
The various regional systems will 
originate in New York, Philadelphia, 
Baltimore, Washington, Pittsburgh, 


(Continued on page 62) 

















Report from abroad 


NBC-TV newsmen in six world capitals 
outline problems and promise 


of tv overseas 

































Japan’s tv audience likes sports events 


A the start of the past summer 


there were 489 television stations 
and 18,389,449 sets serving 49 nations 
outside the American orbit, and an 
additional 264 stations were in the 
planning stages in 58 countries (see 
“Wide, Wide Tv World,” TELEVISION 
AGE, July 14). 

Not unnaturally, Europe took and 
has continued to maintain the lead in 
the progress of video abroad. On the 
Continent and in the United Kingdom 
tv sets numbered 12,235,915 at 1958’s 
halfway mark, with 303 European 
outlets in operation and 81 more pro- 
jected, while Russia and her satellites 
accounted for 3,403,500 receivers, 78 
stations and 49 planned. Respective 
figures for the Far East were 1.2 mil- 
lion, 34 and 61. 

Useful or significant as they may 
be, statistics alone, however, are not 
enough in themselves to convey the 
true picture and full flavor of the 
situation to which they apply. In this 
case, they indicate in a general way 
that television is experiencing the same 
growing pains overseas that marked its 
early development in the United States. 
But what of the finer points of that 








oS ae 











Py ‘_ 


“ 


growth—the subtleties, the shadings, 
the tangibles and the intangibles affect- 
ing foreign tv today? To get such a 
behind-the-statistics picture, TV AGE 
went to a group of men more than 
amply qualified to paint it: the NBC 
bureau chiefs in six of the 


world’s capitals. 


News 


A set of comprehensive questions 
was prepared by the editors of TV AGE 
and sent, through the cooperation of 
William McAndrew, vice president, 
NBC News, to Joseph C. Harsch in 
London, Ed Newman in Paris, Joe 
Michaels in Rome, John Rich in West 
Berlin, Irving R. Levine in Moscow and 
Cecil Brown in Tokyo. The questions: 

1. How fast is the popularity of 
television growing in your area? 

2. How would you compare the in- 
terest in television to that in news- 
papers, magazines and the cinema? 

3. Is television in a position to 
influence political issues? 

1. Is advertising carried on televi- 
sion in your area, and if so, is it 
proving profitable to the advertiser? 
The station? 

5. If no advertising is carried, is 


Distaff aid in Moscow tv 


there any effort being made to make 
such sponsorship possible? 

The one general conclusion to be 
drawn from the detailed answers ob- 
tained to these questions is that the 
appeal and the impact of television 
in other countries are as undeniable 
as they are here. But the problems 
and promise of the medium abroad are 
as individual as the language, the 
customs and the ideologies that are 
shaping it in each of these character- 
istically different nations. 

Here, without further exposition, 
are the appraisals of tv’s development 
in their respective areas by the NBC 
newsmen queried: 

@ Joseph C. Harsch, NBC News’ 
senior European correspondent, 
reporting from London: 

“Television is now one of the major 
social, entertainment and commercial 
facts of British life. Transmitters of 
the British Broadcasting Corp. cover 
over 98 per cent of the country; trans- 
mitters of the Independent Television 
Authority reach about 80 per cent. 

“A recent study for the Sunday 
Times by sociologist Geoffrey Gorer 


French video camera crew 


oe 
> 


said that two out of five people in 
Britain watch television on an average 
winter Sunday. The BBC says that the 
average viewer spends about 10 hours 
a week in front of his set. People who 
can get ITV programs tend to watch 
a little 
Measurement, 


more; Television Audience 
Ltd., says one in six 
who can get ITV watches more than 
25 hours a week. 

“Popular interest in television is 
reflected in 
impressive amounts of space are de- 
voted to tv 
of tv personalities. Mr. Gorer says 


most new spapers, Ww here 


reviews and to accounts 


that television is second only to the 
weather as a topic of popular con- 
versation. 

“In July of this year there were 
8,294,909 tv sets in Britain; between 
1.6 and 1.7 million sets will be sold 
during the year, according to industry 
BBC states that the 
potential adult tv audience rose 17 per 


estimates. The 


cent from April-June 1957 to the same 
period this year—from 19.6 million 
to 22.9 million. With the total adult 
(over 16) population of the U.K. 37.8 
million, this three- 


represents over 
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catches a postcard browser in Paris 
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The Holy Easter Mass in 1957 telecast live from the main altar in the Basilica of St. Peter’s in Rome 


a % an Cecil Brown, NBC, Tokyo 
} 


Ed Newman, NBC, Paris 


fifths of Britain’s homes. 

“The tv audience will increase as 
ITV expands its coverage. Next Janu- 
ary a new ITV transmitter goes into 
operation in Newcastle; by the end 
of 1959 a new station will be on the 
air in East Anglia. These will give ITV 
almost complete national coverage. 

“But since the BBC is still the only 
service available for about 20 per cent 
of the country, three viewers still 
watch BBC for every two who watch 
ITV. This will not long remain the 
case, however. Of those who can now 
choose between the two, 64 per cent 
watch ITV to 36 per cent who watch 
BBC. There is no reason to think that 
this ratio will change substantially. 

“The reason: ITV specializes in 
programs of a purely entertainment 
nature, most attractive to a mass audi- 
ence. The BBC feels under a stronger 


obligation to inform and educate. as 

















John Rich, NBC, West Berlin 
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Jo 


well as to entertain. Therefore, there 
are many occasions each week when 
a BBC program, although of great 
interest to the few, is found dull by 
the many, when compared to the al- 
ternative quiz or drama or thriller 
on ITV. 

“In any comparison of interest in 
tv to that in newspapers, magazines 
and the cinema, the lusty national 
press still commands more interest 
here than television. The British public 
buys more newspapers per person than 
does any other in the world. UNESCO 
estimates that for every thousand 
people here, 609 copies of daily news- 
papers are sold each day. Compare 
this to the two out of five who watch 
tv on an average winter Sunday. and 
it is clear that Britain’s newspapers 
command an allegiance that television 
does not. 


“Television’s most damaging—even 


Joe Michaels, NBC, Rome 


seph C. Harsch, NBC, London 


effect has been on Britain’s 
cinema industry. In both 1955 and 
1956 paid admissions were down seven 


disastrous 


per cent over the previous year; then, 
in 1957, admissions fell by 17 per 
cent. Since 1950 one in every 10 
cinemas has closed. Industry officials 
estimate that one in four now operat- 
ing will have to close, and they do not 
hesitate in naming the growth in the 
popularity of tv as the reason. 

“If informing the electorate can be 
said to be influencing political issues, 
then British television certainly does 
have influence. Its news coverage is 
thorough and thoughtful. Its discus- 
sion programs air most national and 
international issues. It presents fre- 
quent reports on problems and policies. 

“Time for party political broadcasts 
is divided equally between the two 
major parties, with politician guests 


always balanced according to their 


Irving R. Levine, NBC, Moscow 


party afhliations. Although one com- 


mercial program company has been 
accused of letting a pro-Socialist bias 
creep into its program content, the 
charge is not taken seriously by most 
observers. Rather, most people agree 
that both ITV and BBC content on 
politics is scrupulously fair. 
“Advertising is carried on the three- 
year-old ITV; the BBC is prevented 
by the terms of its charter from sell- 
ing any time. Some people probably 
advertise on tv without its doing them 
much good; some probably use the 
medium out of fear that if they do not 
they will lose their market to a com- 
petitor who does. But one must assume 
that most timebuying represents 
proven conviction that television ad- 
vertising will and does boost sales. 
“During their first 18 months of 
Britain’s 


operation rogram com- 
prog 


(Continued on page 64) 
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hree years have passed since the 
advent of commercial television 
first shook the aerials of England. 
That’s not a long time as historic 
calamities go, but it’s long enough 
for a backward glance and a look 
around. 

What hath commercial television 
wrought in the tight little isle since 
1955? Does it turn out that Lord and 
Lady Cassandra were right when they 
predicted that a barbaric blight of 
classic American proportions would 
decend upon the realm if commercial 
messages, always barred on the British 
wireless, were permitted to sneak into 
the Englishman’s castle via television? 

In 1955 foreigners were twisting the 
lion’s tail all over the world, and 
getting away with it for the nonce; 
but it seemed dangerous to tease him 
at the same time with meat that he 
couldn’t possibly afford. Proper Eng- 
lishmen had loyally averted their eyes 
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when Lady Godiva rode raw through 
the streets of Coventry, but there was 
no telling what they might do if she 
ventured to display her merits on tele- 
vision. 

During the debate that preceded the 
new policy, many good people ex- 
pressed fears that a nightmare of 
economically ineffective and unreason- 
able longings for material things 
would seize the masses if they saw 
scarce and desirable goods displayed 
in their own homes day after day and 
night after night. And how about the 
quality of programs on commercial 
tv? Freed from the watchful eye of 
BBC pundits, quality would naturally 
drop, they thought. 

But what has actually happened? 
Has commercialism in three short 
years been able to undermine a home- 
screen culture that was preserved with 
pristine purity for 19 years prior to 
1955? Surely, if Britain really has 
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‘ taken another lurch on the downward 
- trail leading to Americanism, it ought 
- to be apparent by this time. And it is. 


Everyone admits that changes are 


: apparent on every hand. For example, 
the einemas are in trouble, as mighit 
> be expected. 
* were down to 915 million from a one- 
> time peak of 1,600 million, and they 
: are expected to drop to 600 million 
: before they steady down. On the other 
hand, the number of home television 
: licenses issued by the General Post- 
: master has just about doubled during 
- the last three years. Today nearly nine 
> million householders pay four pounds 
per annum for the privilege of looking 
: at their own sets, and the number is still 


: rising rapidly. 


Admissions for 1957 


The Postmaster insists on prompt 


: payment of his license money, though 
> he may be slow to dole it out again 
: to broadcasters. 
* the proper payments are made, he 


To make sure that 
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sends around snooping monitors in 
lorries. Aside from the illegal viewers 
that are detected, the mobile snoopers 
have not a few times dashed up to a 
house which sports a flashy new aerial 
topside and found no television set in- 
side the house at all. The householders 
are embarrassed by these discoveries, 
but of course they don’t have to pay 
four pounds. Just keeping up with 
the Joneses, they are. 

Complicated points of law come up. 
Ofttimes the question arises whether 
a boarder, who happens to be an un- 
married second cousin once removed, 
is legally gaping at a household set 
or is illegally making use of a sepa- 
rate set in her own room. If her room 
constitutes a separate unit, that second 
set will just cost her four more pounds, 
if you please. These loopholes some- 
times reveal minor moral lapses that 
send the baffled Postmaster back to his 
postcard-reading in chagrin, but much 
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BY ELMER APPLEBLOSSOM 


more serious ones have been reported. 

It all depends on the view one takes 
of the average British televiewer. The 
medical profession leans toward the 
serious substernal view. In a report 
to the British Medical Journal a doc- 
tor recently revealed, “In the past 12 
months I have seen no fewer than five 
patients who have collapsed with sub- 
sternal pain and shock while they were 
watching television.” 

Had they all been watching the 
same program, these five who were 
stricken while the electrons boiled? 
No, the doctor didn’t think that was 
the trouble. “The link’ between these 
cases,” said he, “was that each was a 
man who had eaten a heavy meal 
shortly before the attack commenced, 
and had then sat down in a low chair 
to watch the program . . . One of them 
had injudiciously consumed two bot- 


tles of a popular fizzy drink shortly be- 


fore he was taken ill.” 


Is John Bull 







Upheaval in Britain 


The doctor then proceeded to diag- 
nose John Bull’s current entertainment 
hazard as follows: “The viewer has a 
tendency to select a ‘comfortable’ arm- 
chair which is low and deep from front 
to back, and the seat sometimes even 
slopes backwards so that the buttocks 
are below the level of the knees. This 
position is mechanically unsound, for 
it is bound to lead to upward pressure 
on the diaphragm, particularly when 
the stomach is overfull . . . The old- 
fashioned straight-backed chair with 
a firm seat is far more suitable for 
viewing . . . It would encourage proper 
seating if screens were set consider- 
ably higher than is usual at present, 
with the center of the screen at least 
42 inches from the floor.” 

In commenting on this medical re- 
port, the Manchester Guardian Weekly 
said, “So there you are, you disgusting 
sybarites. No more slumping into an 


(Continued on page 69) 





finding his life changed by 


television commercials? 
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Top ten... where? 


Program may rank high nationally, 


but be ‘also-ran’ in some important markets 


n a movie made a few years ago 
(and video 
screens), Jimmy Stewart uncovered a 
tiny “typical” town in which the re- 
sults 


currently on_ the 


of any survey taken would 
exactly match the results of a national 
poll. If Gunsmoke drew a 40 rating in 
the town, its national rating would 
be 40 . . . and vice versa. ; 

Fortunately for the thousands of 
researchers who are gainfully em- 
ployed, such a town does not exist. 
And because a program like Gunsmoke 
may have a 40 rating nationally, but 
a 36 or 31 or 22 in three widely 
scattered cities, the cause of spot 
television is considerably advanced. 

Recently an advertising agency ad- 
vised a client to run a heavy spot 
campaign in 20 markets for a new 
product. “Why?” asked the client. 
“The product is currently being seen 
in those markets on our network show. 
It’s a top-rated program in a prime 
spot, and we’ve tested the product and 
sponsor identification with excellent 
results.” 

Before the client agreed to the extra 
expenditure, it was necessary for him 
to understand the wide variations in 
local ratings for his network program. 
The top 10 shows in a single city 
invariably are different 
from the top 10 in a national Nielsen 


somewhat 


report. Even the highest-rated show 
in any market may change monthly. 
According to one month’s ARB figures. 
the leader in Bangor, Me., was Father 


Knows Best (63.7) ; in Billings, Mont., 
it was The Real McCoys (53.0), and 
Wis., 


(Nielsen 


in Wausau, it was Gunsmoke 
(70.6). showed the _last- 
named program as the national leader 
for the month.) 

City-to-city 


fluctuations 
strongly in the high-interest Sunday- 
night rating battle between Maverick, 
the Ed Sullivan Show and the Steve 


show up 


1. “Sunday Night Battle’ 


Allen Show. The Trendex 20-city 
figures generally have the western out 
front, while Nielsen’s national figures 
often show the two variety programs 
pretty closely matched. The variance 
in ratings for each program in nine 
top markets is shown in Table 1, based 
on ARB figures. 

A quick glance at such a table might 
convince the Mercury and Kodak com- 






















Maverick 
Atlanta 33.4 
Boston 28.2 
Columbus 39.4 
Houston 40.7 
Minneapolis 25.1 
Miami ... 34.4 
New Orleans 20.9 





Philadelphia 


San Antonio 
ARB 


38.2 
47.9 





















Ed Sullivan Steve Allen 

20.2 17.5 
29.3 20.0 
19.6 21.2 

9.6 23.8 
17.5 18.9 
23.4 27.9 
12.6 39.0 
19.5 18.2 
15.4 17.7 




















panies of the advisability of a spot 
schedule in Houston, where the high- 
riding Sullivan program had a par- 
ticular low rating during the month. 
Maverick’s advertisers may investigate 
the sales situation in New Orleans and 
run spot for extra impetus there. 
While there is no doubt that both 
network program and market-by-mar- 
ket spot buys have their individual 
advantages, the advertiser whose bud- 
get permits the use of both is in an 
enviable position. 

Interestingly, the same kinds of 
programs can have almost identical 
national ratings and still show wide 
discrepancies in local and regional 
figures. Take the case of Wyatt Earp, 


Restless Gun and Have Gun, Will 
Travel, as shown in Table 2. 
Here are three westerns, all with 


national Nielsen ratings for the month 
hovering around 33.0 — yet Restless 
Gun outdraws the others in the east 
by a good margin, Wyatt Earp leads 
in the west-central area, and Have 
Gun ranks highest in the south and 
Pacific regions. (Despite its huge na- 
tional advantage, even top-ranked 
Gunsmoke trails Have Gun, Will 
Travel on the coast, 39.6 to 40.6.) 
Naturally, station line-up will sig- 
nificantly affect the regional ratings 
of programs. In the example shown in 
Table 3, however, all three mystery 
programs had 94 per cent or better 


2. National Vs. Regional Ratings—W esterns 


Total U. S. 
Northeast . 
East Central 
West Central 
South 
Pacific 


Nielsen March-April 





coverage of the U. S. While the Niel- 
sen monthly figures gave each show a 
rating close to 25.0, M Squad proved 
more popular in the northeast and 
east-central areas, The Line-up was 
best-liked in 


Pacific regions, and Dragnet was a 


the west-central and 


southern favorite. 

As an illustration of the difference 
that station-line-up strength can make 
in ratings, last season the NBC-TV 
Price Is Right outranked the CBS-TV 











Total U. S. 

Northeast . 

East Central . 23.3 
West Central 24.2 
SAS 31.0 
Pacific ....... 19.6 
Nielsen March-April 









The Lineup 
27.3 
26.4 
24.4 
30.8 
29.7 
24.6 


















Restless Gun 
33.0 
36.2 
38.4 
28.9 
31.8 
26.7 


Have Gun 
33.6 
27.5 
32.4 
34.3 
37.8 
40.6 


Robin Hood 264 to 20A in the na- 
7:30-8 Monday 
night. Due to an extended station 
line-up though, Robin Hood outrated 


tional ratings for 


the quiz show in every regional area 
except the east. Carried on 163 sta- 
tions, as opposed to 83 for Price Is 
Right, the adventure series was first 
on the west coast (22.9 to 21.7), first 
in the south (23.2 to 20.3) and first 
in the Pacific area (21.7 to 17.1). 

Again, the foregoing illustrates the 
fact that a top-rated network program 
does not always carry enough strength 
for its sponsors in specific markets. 
While it’s often difficult to explain the 
different appeals of similar programs 
in certain regions, many programs 
have individual formats and personali- 
ties that virtually guarantee them high 
regional ratings. 

A primary example of such a show 
is that starring Tennessee Ernie Ford. 
Recent figures gave the program a 
34.8 rating in the south vs. a 23.0 in 
the northeast. A strong dramatic show, 
Playhouse 90, with its literate, big-city 
appeal, consistently rates better in 
the urban areas of the northeast than 
in the south. 

Any number of factors limits the 
viewing of certain programs in the 
northeast and Pacific regions of the 
country, and consequently an adver- 
tiser might deem it necessary to place 
additional spot schedules in these sec- 
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James Arness is Marshal Matt Dillon in Gunsmoke 














4. Regional High-Low, Top 10 Nat'l Programs 
as 
U.S. Rating Regional High Regional Low 
1. Gunsmoke 42.9 ~ 48.7 (S) 35.9 (NE) 
2. Wells Fargo 36.4 46.2 (S) 29.3 (P) 
3. Danny Thomas 35.3 14.5 (WC) 21.7 (P) 
4. Have Gun 33.6 40.6 (P) 27.5 (NE) 
5. Restless Gun 33.0 38.4 (EC) 26.7 (P) 
6. Wyatt Earp >, SS 36.3 (S) 28.1 (P) 
7. G. E. Theatre 31.1 34.8 (S) 27.1 (NE) 
8. Wagon Train 30.5 35.4 (S) 25.5 (WC) 
9. Cheyenne 30.0 33.0 (S) 24.8 (EC) 
10. December Bride 29.9 40.7 (WC) 23.2 (NE) 
Nielsen March-April 
Beem 5 
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tions. Nielsen figures for a single 
month in spring, 1958, show only nine 
out of 100 regularly scheduled evening 
network programs drew a rating of 
30.0 or better (average audience per 
cent total U. S. tv homes). In the 
central and southern areas, nearly 
twice as many shows reached the same 
level. 


No. Programs Over 30.0 Rating 


WO Be Ge sis RSs 9 
Northeast U. S. ........ 8 
East Central U.S. ..... 15 
West Central U.S. ..... 19 
Ol ee SL ae wb wicks 17 
ge 8 


Of the top 10 national programs 
listed by Nielsen for the same month, 
only one (Gunsmoke) was listed in 
the top 10 grouping for each of the 
five regional areas. The “average” 
show in the national list appeared in 
only three out of the five regional 
listings. 

Table 4 illustrates the extreme fluc- 
tuations in regional ratings for the 
top 10 nationally ranked programs 
during the month. 

What causes December Bride to 
draw 40.7 in the west and a 23.2 in 
the east? Or Wells Fargo a 46.2 in 
the south and a 29.3 in the Pacific 
area? The reasons are many—time 
slot, star personality, local promotion, 
station line-up, and more. 

In most instances, the factors which 
promote a lesser rating for a program 
in one area than another are intan- 
gible, or something over which the 
national sponsor has no control. It is 
important, however, that such area 
“trouble spots” be recognized, and 
media policies developed to bolster 
the advertiser’s message in them. 

National ratings are proving to be 
only the first step in any program 
analysis. More and more, the local 
rating services are being called upon 
to place necessary information before 
the sponsor. And, as major advertisers 
realize that local as well as national 
ratings must be utilized, so do they 
realize that spot tv can be a vital 
adjunct to a network program. 




































































d6y goin is a part of life—we 


adults can relate to it, but a 
child has no means of evaluating and 
relating fictional and actual violence 
to his existence. Everything is new 
to him.” 

This, according to one of the more 
thoughtful and stylized personalities 
in children’s programming, is why 
much of the tv material offered to 
youngsters today is at best question- 
able. Bob Keeshan, 31, cherubic, soft- 
spoken actor-businessman, created and 
portrays Captain Kangaroo over CBS- 
TV six mornings a week, and after 
11 years in the field has developed 
an approach to his audience, and some 
definite opinions about what they want, 
and should have. 

And at the same time, and for rea- 
sons he admits are mysterious, his 
award-winning show (1958 Peabody) 
is commercially acceptable, after a 
long period of drought. 

Mr. Keeshan, trade circles generally 
concede, has given to television and 
partially restored to our folk culture 
an atmosphere of wonder and dis- 
covery usually associated with classic 
fairy tales. These stories are hardly 
deficient in violence, and Mr. Keeshan, 
who portrays a grandfatherly, benign 
figure, is not 


against uncontrolled 


Visiting 
captain 


Bob Keeshan 

has made cherubic., 
soft-spoken 
Captain Kangaroo 
a legend for 


7 million children 


force as such. “We try to seek a 
balance,” he says, “I don’t believe in 
sheltering children.” . 

But he feels that much of the car- 
toon programming beamed to young- 
sters today contains few positive 
values, much offensive humor, and “a 
rather low standard of living.” Mr. 
Keeshan points out that many of these 
cartoons (originally theatrical _re- 
leases) were not made for children, 
but for adults. “A lot of the material 
in these cartoons I’ve personally found 
to be objectionable for kids—they’re 
unnecessarily cruel.” 

A child is inclined to imitate and is 
susceptible to many influences, and 
for these reasons children’s television 
programming has several responsibili- 
ties, Mr. Keeshan says. “We try to 
contribute to their 
standards, in an entertaining fashion, 


education and 


of course, since we don’t believe in 
preaching. after all, 
America’s greatest natural resource.” 

Captain Kangaroo is described by 
its creator as a visit, rather than as a 
show. Everything depends upon the 
relationship of the Captain and the 
individual child, he says. “We don’t 
act as though we were in a theater. 


Children are, 


but as though we were in a home for 
a visit. Essentially, the program is a 











conversation, and there are no ground 
rules.” 

Within this admittedly flimsy frame- 
work Mr. Keeshan and his associates 
have built a large and vocal audience. 
Six mornings a week (8-8:45 Monday 
through Friday, 9:30-10:30 
days) the program reaches an esti- 
mated seven million children and 
parents. Since its inception three years 


Satur- 


ago it has consistently beaten its net- 
work opposition, according to Nielsen. 
National yearly averages go like this: 
1955-56, 6.3 for Captain Kangaroo, 
48 for NBC-TV’s Today; 1956-57, 
7.3 Captain Kangaroo, 4.3 Today; 
1957-58, 6.3 Captain Kangaroo, 5.0 
Today. The program is carried by ap- 
proximately 130 CBS-TV afhliates. 
Despite these ratings, there were 
unconfirmed reports in the trade 
earlier this year to the effect that the 
show would be dropped. A later re- 
port, also unconfirmed, had it that pro- 
testing stations kept the program on 
the air. Even if the reports were com- 
pletely untrue, they paint a reasonably 
difficulties 


faced by a network children’s program 


accurate picture of the 
at that hour. But things have changed, 
judging from this fall’s sponsor list, 
which includes Peter Pan Peanut But- 


(Continued on page 70) 


Film Report 


ECONOMICS OF TAPE 

Guild Films, the first program pack- 
ager and distributor wholeheartedly to 
embrace videotape, is currently offering 
tape shows at a cost reduction ranging 
from 25 to 40 per cent of film. 

According to John J. Cole, president, 
this saving (realized on below-the-line 
costs) cannot but be passed on to the ad- 
vertiser, and encourage more spending 
by marginal advertisers. “We are now 
selling an hour-long show (Divorce 
Court) at 60 per cent of the cost of a 
comparable film, or less than a half- 
hour program on film. This must bring 
in new marginal advertisers.” 

Similarly, ABC-TV has picked up an 
option on Time and the Place, and the 
cost of the pilot tape, according to 
Mr. Cole, was 40 per cent less than if 
it were on film. Thus, a $30,000 pro- 


gram can be sold now for as little as 
$16,000-$18,000. 

Guild has seven tape programs ready 
for syndication. They are, in addition 
to Divorce Court, The George Jessel 
Show, People’s Court, John J. Anthony, 
Town Hall Party, Jukebox Jury and 
Juvenile Court. 

The limited distribution of videotape 
machines has halted other major dis- 
tributors from committing themselves 
immediately to VTR, but has in no way 
slowed down Guild Films. “The ques- 
is which first, the 


chicken or the egg? During the televi- 


tion now comes 
sion freeze, producers were reluctant 
to go out and sell because they couldn’t 
recover costs. A similar situation exists 
today,” according to Mr. Cole. 

Guild, by supplying tape programs, 
has generated interest in tape, and in 





FILM SUCCESS 


he Kroger Co., one of the larger 

food chains in the country, has 
been using syndicated film with a gréat 
deal of success for several years now, 
and can be considered an authority in 
the field. But even the authorities can- 
not restrain their enthusiasm for the 
company’s latest film investment—Ziv’s 
Sea Hunt. 

The underwater series is only one of 
several properties that Kroger spon- 
sors in many markets, but in Cincin- 
nati at least it has proved to be an ex- 
cellent sales vehicle for the firm’s varied 
products. According to Lawrence Hoff- 
man, co-manager of Kroger’s new store 
in a suburban multi-million-dollar 
shopping center, “Sea Hunt is very sus- 
penseful and holds the interest of every- 
one watching. We've enjoyed solid sales 
on the items featured on the show. And 
the promotion posters are fine.” An- 
other store manager, Frank Bates, says 
the series “holds the attention of cus- 
tomers of all ages. They ask specifically 
for the products shown on the pro- 
gram.” 

In Cincinnati the show kicked off the 
week of June 5 over WKRC-TV. The Ziv 
promotion kit was utilized in this cam- 
paign, as were special previews for tv 


columnists, skin-diving exhibitions. 
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The Kroger Co. 


Sea Hunt star Lloyd Bridges in a tense 
moment during the Ziv series. 


bathing-beauty contests and enormous 
posters. 

Kroger also sponsors Sea Hunt in 
four other markets. In Cincinnati the 
series (telecast 7:30-8 p.m. Thursdays) 
received an American Research Bureau 
rating of 7.9 for July. In September 
the rating doubled, reaching a 16.8. Ac- 
cording to the September multi-market 
Telepulse report, Sea Hunt was the 
highest-rated syndicated program in 
the country. 

Lloyd Bridges portrays a free-lance 
underwater investigator in the series, 
which is now in second-year produc- 
tion. Ivan Tors is producer of the Ziv 
show. 


MR. COLE 


the machine, he says. Programs are 
needed for the machine, and the ma- 
chine is needed for the programs. Guild 
is currently developing a plan to assist 
stations in the acquisition of videotape 
machines “through a unique financing 
plan,” Mr. Cole says. He would not 
elaborate. But he is convinced that a 
station’s investment in a videotape ma- 
chine pays off because of the economies 
it makes possible. 

Guild has set up a wholly owned sub- 
sidiary, Synditape, Inc., which has long- 
term production deals with certain tape- 
producing stations. These outlets include 
KTTV Los Angeles and Kcop Los An- 
geles. As a further boost to tape pro- 
gramming, the company has concluded 
an agreement with Hal Roach Studios 
whereby Roach will produce tape shows 
to be distributed by Guild. Under the 
agreement, described by Mr. Cole as 
“the first real marriage of motion-pic- 
ture techniques and electronic tech- 
niques,’ the two firms would share costs 
of equipping the Roach Culver City 
Studios. Installation of the electronic 
equipment (which should cost approxi- 
mately $1 million) will be completed 
by the first of the year. At that time, 
production will begin on Date With 
Judy, \ong-time radio serial. 

The total commitment to VTR has 
not made Mr. Cole hostile to film. He 
does not think that tape will ever com- 
pletely replace film, since film is still 
needed for difficult shots, such as un- 
derwater scenes. Guild will continue to 
produce pilots on film, but for network 
exposure. Mr. Cole points out that at 
present, at least, there is no foreign 
market for tape shows. 

Full-scale tape syndication will be a 








reality a year from now, he says, since 
stations are buying machines at the 
rate of four to seven a month. “Tape 
will change the entire face of the in- 
dustry,” Mr. Cole asserts, “and Guild 
has a five-to-six-month jump on every- 


body else.” 


ROACH SEEKS DISTRIBUTOR 

The Hal Roach Studios, with a $15- 
million television and motion-picture 
production schedule, is currently shop- 
ping around for a distribution organ- 
ization. Such an organization became 
even more necessary when the studios 
purchased ABC Films’ 50-per-cent in- 
terest in RABCO, to become sole owners 
of the firm. Reportedly, the purchase 
price amounted to $500,000. 

RABCO was jointly formed four 
years ago by Roach and ABC Films to 
produce tv shows. The properties in- 
volved in the purchase are understood 
to have netted approximately $1 million 
in 1957. They are a feature film, For- 
est Ranger, and three series: 98 epi- 
sodes of Racket Squad, and 39 segments 
each of Code 3 and Passport to Danger. 

The Roach Studios, which recently 
sold The Gale Storm Show—Oh Susan- 
nah to Independent Television Corp. for 
$2 million, will continue to produce 
segments of that program for network 
showing. In addition, the company is 
now filming The Veil, a tv series star- 
ring Boris Karloff. Approximately a 
half-dozen other-tv shows are planned. 
These include the Guy Madison Show, 
Landmark, Mann of Action and Cav- 
alry Surgeon. 

ABC Films will continue to service 
and promote the RABCO properties un- 
til individual contracts expire. 


SALES... 

ABC Films’ 26 Men has been sold in 
15 more second-year markets. The con- 
tracts are with the following: WLWT 
Cincinnati; wsFra-Tv Montgomery; 
wFBc-TV Greenville; KREM-TV Spokane; 
wkJG-Tv Ft. Wayne; KEYT Santa Bar- 
bara; KFRE-TV Fresno; WEAR-TV Pen- 
sacola; KVAL-TV Eugene; KGW-TV Port- 
land, Ore.; KOMO-TV Seattle; WLWwp 
Dayton; wWLwi Indianapolis; KFVs-TV 
Cape Girardeau, and to Shell Advertis- 
ing for Amoco on KNOE-TV Monroe .. . 
The Canadian Broadcasting Corp. has 
renewed for a second year The Life 
and Legend of Wyatt Earp, according 
to Phil Williams, vice president in 
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charge of syndicated sales for ABC 
Films. Sale was to Campbell Soup Co. 
and to Christie, Brown Bisquit Co., Ltd.. 
for alternate weeks. 

Official Films’ The Adventures in 
Sherwood Forest (Robin Hood) has 
been sold in approximately 35 markets. 
Stations in three markets (WRCV-TV 
Philadelphia, wNTa-tv New York and 
Kcop Los Angeles) had the series sold 
out before it went on the air . . . In- 
terest in outer space, or in ordinary 
high altitudes, hasn’t hurt sales of Cali- 
fornia National Productions’ Flight. At 
press time, the series was sold in 93 
markets. 

MCA-TV’s Paramount features have 
been sold to three more stations. Latest 
purchasers are WTOL-TV Toledo, WBAL- 
Tv Baltimore and wJBK-TV Detroit . . . 
Please Mr. Balzac, a Brigitte. Bardot 
feature in Flamingo Telefilm Sales’ 
“Critics Award Package,” has been sold 
in over 50 major markets, although the 
movie cannot go on the air until the 
summer of 1959, since it is still in 
theatrical release . . . WHBQ-TV Memphis 
and KGMB-TV Honolulu are the la‘est 
stations to purchase Sterling Television 
Co.’s Abbott & Costello . . . wrt Flint 
has purchased the Trans-Lux Encyclo- 
pedia Britannica Film Library from 
Trans-Lux Television Corp. . . . Plans 
are being completed in London for the 
sale and dubbing of seven new shows 
Screen Gems placed into production this 
season. This follows consolidation of 
the company’s European operations 
with Columbia Pictures Corp., Ltd. 
Shirley Temple’s Storybook has been 
sold to ABC Television, Ltd., for tele- 
casting in the English midlands. 


PROGRAMS... 

A number of new shows are in the 
development stage at CBS-TV. Among 
them are: The World of White, based 
on the Sidney Kingsley best-seller, Men 
in White, with Peter Kortner assigned 
production reins; Peck’s Bad Girl, Pat- 
ty McCormack, starrer, which has al- 
ready been completed; Twilight Zone, 
Rod Serling property dealing with sci- 
ence-fiction, and The Lawyer, starring 
Cameron Mitchell and produced by 
Jule Claman. 

Hannibal Cobb, series of five-minute 
vignettes based on Look magazine’s 
“Photocrime” feature, will be filmed by 
Teleworld, Inc. Full-scale production of 
260 segments, to be released in syndi- 





Irving Frisch, vice president of Frisch’s 
Restaurants, Inc., Cincinnati (sponsors 


of Ziv’s Men of Annapolis on 
wcpo-Tv), is thanked by Lieut. Com- 
mander Edward A. Taylor for his as- 
sistance during “Navy Week.” Frisch’s 
Restaurants set up a special Men of 
Annapolis display and presented pub- 
lic screenings of the series at the Naval 
Recruiting-Naval Reserve Show in 
Cincinnati. Chief Ray Pohner (r.) 
stands by. 


cation, is scheduled to get under way 
in January . . . Judy Canova Show, 
originally scheduled for last season, will 
be filmed by Four Star Productions . . . 
Peter Lawford will produce and finance 
a pilot starring Carl Reiner called Man 
on the House, production set for New 
York . . . A Joan Crawford anthology 
series, similar to the Loretta Young 
skein, is being planned by Goodson- 
Todman, Inc. 

Seven League Boots, Jack Douglas- 
produced program seen on KcOoP Los 
Angeles, will be placed in syndication 
by the station . . . Entertainment Plus, 
Inc., a new tv production company in 
Chicago, has completed its first series. 
Titled Jerry Tales, the show is a series 
of 65 five-minute segments starring 
Jerry Lester. It is available on a syndi- 
cated basis. 


PERSONNEL ... 

Independent Television Corp. has 
promoted five account executives to the 
newly created post of district manager, 
and has added seven new account ex- 
ecutives to the sales staff. All of the 
appointments are within ITC's syndi- 
cated division, under William P. Du- 
bois, general manager. 

The five new district managers are 
Ralph Baron, Hugh Simpson and Alton 
Whitehouse, who have been assigned to 
the eastern division under Walter Plant. 





and Lee Cannon and Casper Chouinard, 
who have been assigned to the eentral 
division under Art Spirt. 

The seven new account executives ap- 
pointed under ITC’s continuing expan- 
sion program are Paul S. Kempner, 
Scott McKeown, Dick Rudolph, Edward 
O’Brien, Coleman Scott, Larry Stewart 
and Walter Stovall. 

Screen Gems has made some addi- 
tional appointments in program pro- 
duction and development. Alvin Cooper- 
man, producer of Shirley Temple’s 
Storybook for Henry Jaffe Enterprises 
at the Columbia subsidiary, has been 
named an executive producer. Paul 
Harrison, who has just completed di- 
recting the new Ann Sothern series at 
Desilu, has joined Screen Gems as an 
executive producer. Both men wil de- 
vote the next few months to the devel- 
opment of new programs for the 1959- 
60 season. Mack Hyman, who wrote the 
best-selling No Time for Sergeants, has 
been signed by the company to pre- 
pare a new television show, titled 
Promenade Home. 

In New York, other SG executive 
assignments are as follows: Pierre Mar- 
quis, director of sales planning, has 
been given additional duties in adver- 
tising and promotion. His new title is 
director of advertising and sales plan- 
ning. Henry White, director of adver- 
tising and promotion, has relinquished 
that post to concentrate more on his 
responsibilities as director of program 
procurement and to take a prominent 
role in national sales. Gene Plotnick, 
publicity manager, has been promoted 
to publicity director, reporting directly 
to management. 

The entire board of directors of Off- 
cial Films was unanimously re-elected 
at the company’s annual stockholders’ 
meeting last month. The directors are: 
Harold L. Hackett, chairman, Seymour 
Reed, Lee Moselle, Robert D. Bernheim, 
Stanley Mitchell, William A. Cruik- 
shank Jr., Leonard O. Fischer, Louis 
Levinson and Walter J. Smith. . . . Miss 
Sherlee Barish has been named special 
sales representative for Official, and 
Barney Mackall has joined the company 

as sales manager for the 11 western 
states. 

Sales offices have been opened by 
Telestar Films in Atlanta and Memphis. 
Charles E. Trainor, formerly with the 
Dixieland organization, has been ap- 
pointed account executive of the At- 














lanta office and W. Murray Edwards Jr. 
has been named account executive of 
Telestar’s Memphis office. Wynn Loew- 
enthal, formerly with Warner Bros., has 
been appointed to the newly created 
post of director of promotion and pub- 
licity for Telestar. . . . Jayark Films has 
appointed two more executives within 
its sales organization. Milton Wester- 
man has joined the company as vice 
president-sales, in charge of the mid- 
west, and Harvey Victor has been ap- 
pointed an account executive covering 
the New England area . . . Irwin S. 
Lamm has joined ABC Films’ research 
department as a specialist in graphic 
research . . . Leon Birnbaum has been 
appointed chief music editor of Ross- 
Gaffney, Inc. . . . Joe Leeming has 
joined the information services depart- 
ment of CBS Stations Division, assigned 
to CBS Films. 

Dominick Dunne, CBS-TV executive, 
will become program development ex- 
ecutive at TCF-TV. . . . Edgar Peterson, 
recently producing The Invisible Man 
in England for CBS-TV, has been named 
an executive producer by the network. 
_. . Howard Pine, former independent 
producer and U-I exec, has joined 
Warner Bros. as a producer in the tv 
department. 


COMMERCIAL CUES... 

A reel comprising top selections 
shown at the annual Animated Film 
Festival, held in Los Angeles Oct. 17, 
is available on a loan basis to art clubs 
and advertising groups. The reel carries 
representative cartoons from 10 studios 
which belong to the Screen Cartoonists 
Guild. Included are three somewhat 
unusual films: Energetically Yours, a 
humorous treatment of mankind and 
energy, produced for Standard Oil Co. 
of New Jersey by Transfilm, Inc., with 
animation by Playhouse Pictures and 
Quartet Films; Bouli-Bouli, a French 
film produced by Les Cineastes Asso- 
ciates of Paris for the Sugar Association 
of Europe, and Treasures of the Earth, 
a scientific education picture about 
minerals and their formation, filmed 
by Churchill-Wexler Productions. Last 
year a similar reel of the best spots 
was screened before 65 audiences 
throughout the United States. 

Publicist William Hebert has been 


named executive vice president of Larry 
Harmon Productions. Instrumental in 
the formation of the Harmon organiza- 
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tion and its Bozo the Clown distribu- 
tion pact with Jayark Films Corp., Mr. 
Hebert will have supervision of the 
commercials and merchandising divi- 
sions. 

Two new animated-cartoon series are 
being planned by Bill Hanna and Joe 
Barbera, whose H-B Productions are 
presently filming Ruff ’n’ Ready and 
Huckleberry Hound for Screen Gems. 
. . . Results of the key vote at Larry 
Harmon Productions in the election 
held by the NLRB to determine whether 
employes will be represented by IATSE 
or Screen Cartoonists Guild are being 
awaited. 


MGM-TY EXPANSION 

MGM.-TV will undertake a major ex- 
pansion program this year, with up- 
wards of half-a-million dollars having 
been earmarked for the project, accord- 
ing to Charles “Bud” Barry, vice-presi- 
dent in charge of the studio’s tv division. 
A large part of this sum will go into 
program development. In changes of 
executive personnel at the studio, Adrian 
Samish leaves to set up an independent 
operation, and Charles Isaacs has been 
signed a3 a program-coordinator. 


SCREEN GEMS PROGRAMS : 

Screen Gems is already well advanced 
in program development for next sea- 
son. On the drawing board are the fol- 
lowing series: Promenade Home, a com- 
edy about an Ozark mountain family, 
to be developed by No Time for Ser- 
geants author Mack Hyman; Mr. Bland- 
ings Builds His Dream House, dealing 
with the characters created by Eric Hod- 
gins; Strategic Air Command, to be pro- 
duced by Robert Carlisle and Paul F. 
Herd, and The Fat Man, crime series. 
which will be produced by the show’s 
creator, Manny Rosenberg. 


UA TV SCHEDULE 

United Artists Television is keeping 
to its promise (production of six pro- 
grams for the January selling season) 
and has completed an agreement with 
Northstar Pictures, Ltd., for the produc- 
tion, financing and distribution of its 
fifth 39-episode series, Hudson’s Bay. 
The program will star Barry Nelson. 
UA TV’s other scheduled shows, all of 
which will be produced with or without 
a sale, are The Troubleshooters, The 
Dennis O’ Keefe Show, International Air- 
port and The Vikings. 

The ambitious production schedule, 





Construction is under way on the new wecT Wilmington studio and administrative 


building, with completion expected in February 1959. Provisions are being made 


for a 30-x-40-foot studio, with space available for a second studio of the same 


size at a later date. A microwave tower will be built at the west end of the 
building. The brick building will contain 7,200 square feet of space. 


as well as other UA television plans, rep- 
resents a commitment of approximately 
$10 million, according to Herb Golden, 
president of UA TV, and executive vice 
president of the parent company. 

All of the television properties will 
be pitched for network or national sale, 
but failing that, each will go into syndi- 
cation. According to Bruce Eells, vice 
president of UA TV, the company has 
not made the commitments for the na- 
tional market only, because it’s “too 
mercurial.” The development of a sales 
organization is UA TV’s next step, now 
that it has the product. 


Film Commercials 


AMERICAN FILM PRODUCERS 
Completed: Standard Oil Co. (NJ) (institu- 
tional), McCann-Erickson; Continental Wax 
Corp. (Six-Month floor wax), Product Serv- 
ices. 

In Production: Stella D’Oro Biscuit Co. 
(various products), Carlo Vinti: Ess» Stand- 
ard Oil Co. (Uniflo motor oil), McCann- 
Erickson. 


COUSENS-BLAIR 
PRODUCTIONS, INC. 
Completed: World Wide Automobile Corp. 


(Volkswagen), Mathes; Phillips Packing Co., 


Inc. (soups), Doner: Continental Wax Corp. 
(Six-Month wax), Product Services; Lift- 
savers, Inc. (heels). Product Services. 

In Production: Tobin Packing Co. (meat 
products), Storm Adv.; Lever Bros. Co. 
(Praise), Cockfield Brown. 


FRED NILES PRODUCTIONS 


Comnleted: Funk Chemical Co. (Sparkle 
window cleaner), Lloyd Rosenow; Alne- 
Creme Laboratories (Alo-Creme face). Cal- 
kins & Holden; Munsinewear, Inc. (Holly- 
wood V-Ette, Vassarette Foundations). 
Powell, Schoenbrod & Hall; H. O. Hipwell 
& Co. (Girl Scout cookies) direct; General 
Electric Co. (refrigerator-freezers), direct; 
Michivan Bakeries (bread). direct; Hanny 


Day Cleaners (cleaners and dyers), Noble- 


Dury. 


In Production: Oklahoma Oil Co. (petroleum 
products), NL&B; Three Vees Co. (bird 
seed), George H. Hartman; Beltone Mfg. Co. 
(hearing aids), Olian & Bronner; Buckeye 
Brewing Co. (beer), Wentzel, Wainwright, 
Poister & Poore. 


GRAY & O’REILLY 


In Production: General Foods Corp. (Dream 
Whip, Jello), Y&R; Seabrook Farms Co. 
(frozen foods), Smith-Greenland; American 
Oil Co. (Amoco gasoline), Joseph Katz: 
Thomas J. Lipton, Inc. (soups), Y&R; Nestle 
Co., Inc. (coffee), Bryan Houston; Falstaff 
Brewing Corp. (beer), D-F-S; Block Drug 
Co. (Rem Rub), Gumbinner. 


HFH (Hunn, Fritz, Henkin) 
PRODUCTIONS, INC. 


Completed: National Biscuit Co. (Wagon 
Train opening, Cheese Tid Bits), McCann- 
Erickson; Avis Rent-A-Car Corp. (car 
rentals), McCann-Erickson; Gillette, Int. 
(snecial offer), McCann-Erickson; General 
Mills, Inc. (Betty Crocker pancake), D-F-S; 
Helena Rubenstein, Inc. (Heavenly Glow), 
Ogilvy, Benson & Mather: Columbia Records 
Co. (albums), McCann-Erickson; Sterling 
Drug Co. (Dr. Caldwell medicine), Brown & 
Butcher: Barton’s Candy Corp. (candy). 
DDB; Manhattan Shirt Co. (Mansmooth). 
Peck. 

In Production: Nestle Co., Inc. (Zip), Me- 
Cann-Erickson; National Biscuit Co. (Home- 
town bread), McCann-Erickson; Standard 
Oil Co. (NJ) (institutional), McCann-Erick- 
son; B. T. Babbitt, Inc. (Bab-O, Glim, Hep 
& Cameo), Brown & Butcher: General Mills. 
Inc. (Betty Crocker), D-F-S:; Ad Council 
(institutional ), McCann-Erickson. 


JAMIESON FILM CO. 


Completed: Chance Vought Aircraft, Inc. 
(Navy), Tracy-Locke; Texas Forest Service 
(safety), Texas A&M: White Swan Coffee 
Co. (coffee), Jack T. Holmes: Georgia Game 
& Fish Comm. (wildlife), direct; American 
Petrofina (gasoline), Taylor-Norsworthy; Lee 
Optical Co. (eyeglasses), Mayfair. 

In Production: J. Ney Co. (dental 
health), direct; Texas Title Assn. (title in- 
surance), direct; Freeman Oldsmobile (auto- 
mobiles), Clark-Dunagan; F. Uddo & Sons 
(Sure-Klean), Whitlock, Swigart & Evans: 
LeTourneau, Inc. (machinery), direct. 


KEITZ & HERNDON 


Completed: Evangeline Maid Bread Co. 
(bread), Wm. Finn; Rainbow Brown & 
Serve Rolls, direct: Lone Star Brewing Co. 














(beer), Glenn; Dr. Pepper Co. (soft drink), 
Grant; Campbell-Taggart Assoc. Bakeries, 
Inc. (Colonial rolls), direct. 

In Production: Austin Nationa] Bank (bank- 
ing services), Winn-McLane; Pioneer Flour 
Co. (flour), Cusick, Schwerke & Wild; Dal- 
las Morning News (newspaper), direc:; Lone 
Star Gas Company (gaslite), EWR&R; Ft. 
Worth National Bank (banking services), 
Glenn. 


JAMES LOVE PRODUCTIONS 


Completed: Aluminum Co. of America (com- 
mercial fishing fleet), F&S&R. 

In Production: N. Y. Telephone Co. (tele- 
phone spots), Gray & Rogers; Pittsburgh 
Plate Glass Co., Ketchum, MacLeod & 
Grove; Aluminum Co. of America (Alcoa dis- 
play, Alcoa automotive), F&S&R. 


NATIONAL SCREEN SERVICE 


Completed: LePage’s, Inc. (Plasti-Pak), 
Y&R; Natural Gas, MacManus, John 
Adams; Stahl-Meyer, Inc. (Ferris ham), 
Hicks & Greist; P. Ballantine & Sons (beer), 
Esty; Crown Central Petroleum Corp. (gaso- 
line), Lefton. 

In Production: Pontiac Motor Div., General 
Motors Corp. (cars), MacManus, John & 
Adams; British Petroleum, Collyer Adv.; 
Goren Packing (steak), direct; State of N. J. 
(safety), direct; White Rock Corp. (ginger 
ale), MacManus, John & Adams. 


PINTOFF PRODUCTIONS 
Completed: Ward Baking Co. (Tip Top 
bread), Goulding-Elliott-Graham, JWT; Ford 
Dealer Advertising Assn. (Ford cars), JWT: 
Public-Service Network (Building America), 
direct; Consolidated Cigar Corp. (Muriel 
cigars), L&N; American Broadcasting Co. 
(fight promotion), direct; Gunther Brewing 
Co. (beer), L&N; Stahl-Meyer, Inc. (frank- 
furters), Hicks & Greist; North American 
Phillips Co. (Norelco shavers), C. J. La- 
Roche; O'Keefe Brewing Co. (ale), Com- 
stock; Bon Ami Co. (Bon Ami-Glass Gloss), 
Weiss & Geller; Renault, Inc. (Dauphine 
cars), NL&B; Paper Mate Co. (pens), FC& 
B; Proctor Electric Co. (Masterpiece toast- 
er), Weiss & Geller. 

In Production: O’Keefe Brewing Co. (ale), 
Comstock; North American Phillips Co. 
(Norelco shavers), C. J. LaRoche; Pintoff 
Productions (The Violinist), Direct; Ameri- 
can Cancer Society (promotionals), direct: 
New England Confectionery Co. (candy), C. 
J. LaRoche; National Assn. of Broadcasters 
(TV Spots), direct; Kinney Shoe Drive-Inns 
(shoes), F. B. Stanley; H. Daroff & Sons 
(“Botany 500” suits), Silberstein & Gold- 
smith; Southern. Packing Co. (Applberry 
Sauce), Rockmore; Girl Scouts of America 
(promotionals), direct. 


UPA PICTURES, INC. 


Completed: Little Crow Milling Co. (Coco 
Wheats}, Edward H. Weiss; Mrs. Baird's 
Bakeries (bread), Tracy-Locke: Interna- 
tional Shoe Co. (Poll Parrot shoes), Krup- 
nick & Associates; Quaker Oats Co. (Aunt 
Jemima corn bread), John Shaw; Reddi- 
Wip, Inc. (Top Wip), D’Arcy; Hood Chemi- 
cal Co. (bleach & starch), Pritchard, Daniels 
& Dreher; Johnson & Johnson (Nose Drops), 
L. W. Frohlich. 

In Production: Mrs. Baird’s Bakeries 
(bread), Tracy-Locke; J. A. Folger & Co. 
(instant coffee), Harris, Harlan & Wood; 
General Foods Corp. (Post cereals), B&B: 
General Foods Corp. (Sanka coffee), Y&R: 
Prince Matchabelli, Inc. (toiletries), Morse 
International. 





Directory SELLING 
COMMERCIALS 


Pepsi-Cola » Kenyon & Eckhardt RCA Whirlpool ¢ Kenyon & Eckhardt 


CARAVEL FILMS, INC., New York 


Sunshine Biscuits ¢ Cunningham & Walsh 


WARNER BROS. TELEVISION, Burbank 


Piel: Bros. « Young & Rubicam U.S. Steel « BBDO 





Ura ric TURcS, INC., Burbank 


Pontiac « MacManus, John & Adams 


KLAEGER FILM PRODUCTIONS, New York KLAEGER FILM PRODUCTIONS, New Yor’ 
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TALENT AGENCIES 


FOSTER-FERGUSON 
(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 


CAMERA EQUIPMENT 




































CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . . lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 


SCREENING ROOMS 


PREVIF'W THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
CIrele 6 0865 
lémm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day.’ 


OPTICAL EFFECTS 
AXD ANIMATION 





K & W FILM SERVICE CORP. 


1657 Brodway, New York 19, N. Y. 
Clrele 5-8080-1-2 


+ 0s Re aos 
. SLIDE FILMS... 

ANIMATION 

ANIMATION PHOTOGRAPHY 





TV FILM TRAFFIC SERVICES 





MODERN TELESERVICE ,INC. 


New York Chicago Les Angeles 
OX 7-2753 DE 7-3761 WE 3-5674 
The traffic and distribution of TV film 
programs and procurement and distribu- 
tion of positive and negative film elements 
for TV spot commercials. 


COLLECTION ACENCIES 


STANDARD ACTUARIAL 
WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 


Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 
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National 

mg Show & Distributor verage 
1. H Mie a EE ED cncavatseecs 15.9 
2. Mike Hammer (MCA) ............ 14.8 
\ yo  Y .. pRe eRe Creiess 13.9 
4. Honeymooners (CBS) ............ 13.6 
5. State Trooper (MCA) ............ 12.4 
6. Silent Service (CNP) ............ 12.3 
7. Dial 999 Ziv) PII arr 12.1 
DB EIIIED ncn ocinccsencaccess 120 
9. Whiriybirds RSE RA SAR Ss 11.7 
10. Death Valley Days c. ~ Borax) 11.6 
11. Sheritt of Cochise (NTA) ........ 11.1 
Pl EE dine ncecneady \s0da ae 10.5 
Se EE ED SED o cceccccccscce 10.5 
14. Martin Kaae (Ziv) ............. 10.4 
ee rene 10.4 
16. Harbor Command (Ziv) .......... 10.3 
17. Casey Jones (Screen Gems) ...... 10.0 
18. Scotiand Yard (HTS) ............ 9.9 
19. Annie Oakley (CBS) ............. 95 
20. Captain Davia Grief (Guild) 89 
& \>»- | BREN gs “prea 8.9 
20. 26 Men (ABC) Ee CORES 8.9 

TOP 20 AMONG MEN 

Men Per 

00 Homes 

=. Show & Distributor Tuned In 

1. ~~ — Theatre 

EN eihtech asa anse com 89 
2. Wigheer Patrol DED tccecueeasen 87 
3. City Detective a pubinaen ease’ 86 
ie Be ED CRETE oc occncceseccccen 86 
3. If You Had A Million Ci 86 
Se EE NE GUD ncccecceccccsces 86 
3. Men of Annapolis (Ziv) ........... 86 
3. My Favorite Story (Ziv) .......... 86 
Ye  § — See S ese eer 86 
Fe ER: eae 85 
10. Captain David Criet GENE scncics 85 
| © if . ye eee ees 85 
10. Harbor Command (Ziv) ............ 85 
10. Man Behind the A ou (MCA) .... 85 
10. Racket Squad (ABC) .............. 85 
Sh ED MEGID occes cvccaccccseses 84 
16. Mike Hammer (MCA) .............. 84 
16. San Francisco Beat (CBS) . 84 
19. B’g Story (Official) ...... . 8 
19. Frontier (CNP) ........ . 83 
19. Frontier Doctor (HTS) . 83 
19. Gray Ghost (CBS) .... . 8 
19. Honeymooners (CBS) .... . 83 
19. I Led Three Lives (Ziv) . . 3 
19. Mr. District Attorney (Ziv) . 3 
19. Silent Service (CNP) ....... Ede 
De DO BE ARICA) wccccscicwcssceces 83 
_s f e+ Beeeeeee see 83 


100 Homes 

Rank Show & Distributor Tuned In 
i, Ee CED cccceccctsacesecec 99 
Se, ee ao ew sing' eimem in ees 97 
3. Honeymooners (CBS) .............. 95 
4, De. Ghristian {Zivy) .......0...... 

4. If You Had A Million (MCA) ..... 93 
5. Man Behind the Badge (MCA) ..... 92 
6. Frontier Doctor (HTS) ............ 91 
ea TS: eae 91 
6. Racket Squad (ABC) ............. 91 
9. Damon Runyon (Screen Gems) .... 90 
cf  f) ££. Ora 90 
9. My Favorite Story (Ziv) ........... 90 
9. San Francisco Beat (CBS) ......... 90 
13. City Detective (MCA) ............. 89 
p ET ES aaa eee 89 
eS ES aaa 89 
ek. eae £9 
13. Highway Patrol (Ziv) ............ 89 
13. Men of Annapolis (Ziv) ............ 89 


13. Science Fiction Theatre (Ziv) ..... 89 
13. Silent Service (CNP) .............. 89 
TOP 20 AMONG CHILDREN 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Bugs Bunny (AAP) ....cccccccees 105 
-s iS , Esher 105 
3. mney Tunes (Guild) ........... 102 
4. Little Rascals (Interstate) ....... 99 
T See  GEUEAD nnceccesecccncé 97 
6. Jungle Jim (Screen Gems) ....... 96 
7. Gene Autry—1 Hour Series (MCA) 94 
8. Her'-~g Cassidy—1 Hour Series 
__. RRR ea aa 92 
8. Laure: and Hardy (Governor) .... 92 
10. Brave Eagle (CBS) .............. 
11. Annie Oakley (CBS) 


. Mr. District Attorney (Ziv) 
. Paris Precinct (Guild) 


. Roy Rogers (MCA) 
. Ramar of the Jungle (TPA) ...... 
. Foreign Legionnaire (TPA) ...... 
. Joe Palooka (Guild) .............. 
. Flash Gordon (Guild) 
. Sheena 
. Cisco "kia (Ziv) 
. Casey Jones (Screen Gems) 

. Abbott and Costello (Sterling) oan 
. Meet Corliss Archer (Ziv) 73 


TOP 20 SYNDICATED SHOWS 






TOP 20 AMONG WOMEN 


Women Per 


een of the Jungle (ABC) 


BSRBSLAAS 


Pulse Audience Composition for September 





TOP 10 ADVENTURE SHOWS 





Soldiers of Fortune (MCA) ........ 57 
Sword of Freedom (Official) ..... 57 
Silent Service (CNP 4 


National 
Rank Show & Distributor Average 
1. Highway Patrol (Ziv) ... coe aa 
cS “ee ESeer eae 13.9 
3. State Trooper (MCA) ............ 12.4 
4. Silent Service (CNP) ............ 12.3 
PD dca cccvecsececcasens 10.5 
6. Martin Kane (Ziv) _............. 10.4 
7. Harbor Command (Ziv) ......... 10.3 
8. Casey Jones (Screen Gems) ...... 10.0 
9. Captain David Grief (Guild) ..... 8.9 
¥ pA oa5-% soe 8.9 
MEN’S AUDIENCE 
Men Per 
00 Homes 
Rank Show & Distributor Tuned In 
1. Highway Patrol (Ziv) ............ 87 
2. Martin Kane (Ziv) ................ 86 
2. Men of Annapolis (Ziv) ........... 86 
en ls ne ots win ae sw oc'ee 86 
5. Captain David Grief (Guild) ...... 85 
DMC PD sixcdanchevecsisaeecs 85 
5. Harbor Command (Ziv) ........... 85 
5. en Behind the Badge (MCA) .... 85 
SS A Reo eee 83 
9. I Led Three Lives (Ziv) ........... 83 
9. Mr. District Attorney (Ziv) ....... 83 
9. Silent Service (CNP) ............. 83 
WOMEN’S AUDIENCE 
omen Per 
00 Homes 
Rank Show & Distributor Tuned In 
Re SE CS dca ws ch ahinches abv 97 
2. Man Behind the Badge (MCA) .... 92 
oe CROSS: Oar 91 
CN 2 OO are 90 
5. Highway Patrol (Ziv) ............. 89 
5. Men of Annapolis (Ziv) ........... 89 
S. Silent Service (CNP) ......csesceee 89 
8. gy David Grief (Guild) ...... 88 
Ss  :  _» Peetee eee eee 87 
9. Count of Monte Cristo (TPA) ...... 87 
9. Harbor Command (Ziv) ............ 87 
OU EE FEED s cve<ascndeenawess 87 
CHILDREN’S AUDIENCE 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Jungle Jim (Screen Gems) ......... 96 
2. Sheena. Queen of the Jungie (TPA) 86 
3. Ramar of the Jungle (TPA) ...... 
4. Foreign Legionnaire (TPA) ....... 83 
4. Joe Palooka (Guild) .............. 
6. Casey Jones (Screen Gems) ....... 76 
= Count of Monte Cristo (TPA) ...... 59 
8. 
10. 


TOP 10 DRAMA SHOWS 





National 
Rank Show & eo Average 
SS £2 eer 0 
2. Star a BR (Official) ........ 7.8 
QD OS eae 7.6 
& YS ¢ = eee 7.2 
5. Jeff's Collie (TPA) ....... ee 
6. Don Ameche (TPA) . 68 
7. Medie (CNP) ........ 6.3 
8. Big Story (Official) 5.9 
9. If You Had A Million (MCA) 5.7 
10. O. Henry Playhouse (Gross- | 4.8 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Douglas Fairbanks A peed ipekew ee 86 
BD. Be ED GD ow cc pecccccccce 86 
1. If You Had A Million (SCA) ..... 86 
1. My Favorite Story (Ziv) .......... 86 
ee  £ TR OO eae 83 
5. O. Henry Plavhouse (Gross-Krasne) 83 
DB. GE ee EAD ocean cic casccccece 83 
8. Star and the Story (Official) ...... 82 
8. Star Performance (Official) ........ 82 
10. on. Ameche, Play of the Week a 
10. Dr, Hudson (TPA) ........... . 81 
WOMEN’S AUDIENCE 
omen Per 
00 Homes 
Rank Show & Distributor Tuned In 
i. De. a 2a 93 
1. If You Had A Million (MCA) ..... 93 
3. My Favorite Story (Ziv) ........... 90 
GE, BO BRO) 6 cscccccvecses’ 89 
ee 9 aaa: 88 
5. Douglas Fairbanks (ABC) ......... 88 
5. O. Henry Playhouse (Gross-Krasne) 88 
5. Star Performance (Official) ........ 88 
> «eee ear 





) 
Don Ameche Play of the Week 
) 


















Vews (Continued from page 25) 


by the sale of the product, any medium 
in which an increased ad _ budget 
would automatically increase sales by 
the same percentage might be con- 
sidered an ad-man’s dream. 

Yet a 41-per-cent increase in spot-ty 
expenditures for filter cigarettes in 
1957 over 1956 was met by a 41-per- 
cent increase in filter-cigarette sales. 
And, with a profit return proportion- 
ally much greater than the advertising 
outlay, the filter-brand makers possibly 
never made a wiser investment. 

According to a study recently con- 
ducted by Edward Petry & Co.., tv sta- 
tion representatives, in which correla- 
tions were drawn between sales and 
spot expenditures, $16.8 million was 
spent for filter spot advertising in 
1956. Filter sales for that year were 
115.9 billion cigarettes. In 1957 $23.8 
million was spent in spot advertising, 
and sales 


filter-cigarette leaped to 


164.5 billion. 


Bigger Budgets, Higher Sales 


rhe both 
figures is admittedly a coincidence, as 


11-per-cent increase in 
other statistics in the Petry report show 
variations in the amount of sales in- 
crease as related to the amount of in- 
creased spot expenditure. However, it 
is made clear that with certain prod- 
ucts (i. e., cigarettes and beer, which 
have been proved extremely sensitive 
increased 
spot budgets almost invariably go hand 
in hand with increased sales, while re- 


to advertising influence) 


duced spot budgets are reflected in de- 
clining sales. 

Specifically, eight of nine brands of 
cigarettes which 


their °57 


spot budgets over the preceding year 


increased 


showed an increase in sales. The “most 
profitable” move was made by L&M, 
whose 17-per-cent spot budget increase 
was met by a 22-per-cent sales rise, 
for what could be termed a 140-per- 
cent “pay-off.” 

Other front-runners were Salem, 
which boosted its spot fund 262 per 
cent and racked up a 200-per-cent 
sales increase for an 80-per-cent return 
on the investment, and Hit Parade, 
which got about a 70-per-cent return, 
raising its spot budget 213 per cent 
and noting a 150-per-cent sale rise. 

The least return was noted for Par- 
liament with about a six-per-cent fig- 


Edward Pfeiffer is the new commercial 
manager of KoTV Tulsa, it has been an- 
nounced by George Stevens, vice pres- 
ident and general manager of the sta- 
tion. Mr. Pfeiffer has been an account 
executive with the tv division of Ed- 
ward Petry & Co. and before that was 
associated with woEL-Tv Wilmington. 


ure, having increased its spot expendi- 
ture some 176 per cent and gaining 
only an 1l-per-cent sales increase. 
However, the highly competitive cig- 
arette industry figures show the neces- 
sity for greatly increased spot allow- 
ances, with Lucky Strike serving as a 
primary example. Luckies, which in- 
creased its spot figure a slight four 
per cent, declined some 7.2 per cent 
in sales. 

Kools showed about a 10-per-cent 
investment, 


return on its increased 


$23.8 million 


filter 
spot 
1957 
164.5 billion 
filter 4 
cigarettes ~ 
bs 
aX 
s 


up 41% 


| 1956 


115.9 billion $16.8 million 
filter filter 


cigarettes spot 


41% increase in 1957 Spot 
Budget 
11% increase in 1957 Filter 
Cigarette Sales 


Winston about 14 per cent, Viceroy 
32 and Kent 48. 

Conversely, eight out of nine brands 
which reduced their spot expenditures 
in 1957 showed a decrease in sales. 
The largest cutback was for Spud, 
which dropped spot completely and 
lost 25 per cent of its market. 

A 95-per-cent reduction for Cavalier 
matched a 30-per-cent drop in sales; 
Chesterfield, cutting spot by 89 per 
cent, showed a 15-per-cent sales de- 
cline, and the smallest reduction, 14 
Pall Mall, the 


brand losing 1.4 per cent of its market. 


per cent for found 
Other brands having both reduced 
spot budgets and sales figures were 
Camels, Philip Morris, Raleigh and 
Old Gold, with only Marlboro show- 
ing a sales increase despite a lower 
budget in spot. 
Although 1957 
market year for beer production (off 
some 700,000 barrels from 1956), 10 
out of 12 leading brewers who in- 


was a declining- 


creased their spot budgets showed a 
sales increase. Three out of seven com- 
panies which decreased spot expendi- 
tures showed a decrease in sales. 

Falstaff both 
nearly doubled their tv spot budgets 
in 1957. Busch regained the No. 1 


Anheuser-Busch and 


position in the field with a sales in- 
crease of 250,493 barrels, Fal- 
staff climbed fourth to third 
place with the largest increase of the 
130.000 barrels. 

The Petry report gains particular 


and 


from 
year 


importance in that its data is verifiable, 
derived from Government tax figures 
on beer and cigarettes, TvB estimates, 
Brewer, etc. As 
dence of the growing reliance of ad- 
that 
Procter & Gamble increased its spot 


{merican final evi- 


vertisers on spot, it is noted 
expenditure 48 per cent last year (a 
far greater increase than awarded any 
other media), and that P&G sales were 
up $118,099,352 over 1956. 


BPA Agenda 


The third annual Broadcasters’ Pro- 
motion Association convention, to be 
held in St. Louis Nov. 17-19, will have 
as its principal speaker Donald H. Mc- 
Gannon, president of Westinghouse 
Broadcasting Co. Mr. McGannon will 
address the Monday luncheon, and will 
be followed throughout the day and the 


(Continued on page 74) 
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8A 


The history of 
ALASKA 


in the 1890’s— 





the lawless days of the 


Klondike Gold Rush! 








© SERGEANT PRESTON OF THE YUKON. INC 





Three years on the CBS Television Network— 
Now availab/e for the first time 
to local and regional sponsors! 


ERGEANT 
PRESTON 





YUKON 


Nine years of consecutive sponsorship on 


radio and television by The Quaker Oats Co. 


fINDEPENDENT 


TELEVISION CORPORATION 


488 Madison Avenues New York 22, N.Y. 





Peer Us ALE? Ie 
THINGS WORTH KEEPING 


Families get together every 
year and give thanks. It’s an 
American custom we all love 
—from grandma and grandpa 
down to the little girl who sits 
up high at the table on a dic- 
tionary. 





Family life is such a pre- 
cious part of peace. But like 
so many things we give thanks 
for, peace doesn’t come easy. 
Peace costs money. 

Money for strength to keep 
the peace. Money for science 
and education to help make 
peace lasting. And money 
saved by individuals. 

Your Savings Bonds, as a 
direct investment in your 
country, make you a Partner 
in strengthening America’s 
Peace Power. 

The chart below shows how 
the Bonds you buy will earn 
money for you. But the most 
important thing they earn is 
peace. They help us keep the 
things worth keeping. 

Think it over. Are you buy- 
ing as many Bonds as you 
might? 





HOW YOU CAN REACH YOUR SAVINGS GOAL 
WITH SERIES E BONDS 
(in just 8 years, 11 months) 


if you | $2,500 | $5,000 | $10,000 


h hk, 
<a” | MS | ee | Stes 




















This shows only a few examples. You 
can save any sum, buying Bonds by 
Payroll Savings or where you bank. 
Start your program now! 











HELP STRENGTHEN AMERICAS PEACE POWER 


BUY U.S. SAVINGS BONDS 


The U.S. Government does not pay for this advertising. The Treasury Department thanks, 
for their patriotic donation, The Advertising Council and this magazine. 
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few random observations on the 
current spot situation as over- 
heard at a meeting of various person- 
nel of Edward Petry & Co., which repre- 
sents 31 tv stations across the country: 

“As good as spot business is now, 
look for it to get even better when the 
first 13-week cycle of network pro- 
gramming ends. Last year a number of 
advertisers dropped sagging network 
shows and moved into spot, got good 
results and stayed in the medium this 
season. The policy of changing horses 
in mid-stream should be even stronger 
now, with network sponsors seeing the 
great job spot is doing for competition 
while their own shows pull low rat- 
ings. “a 

“Some network advertisers who do 
stay on will probably switch to a lower- 
cost program, such as the probable 
Keep Talking substitution for $64,000 
Question, or the picking up of a ‘sec- 
ond-choice’ film series. These deals will 
mean dollars are saved by the sponsors 

dollars that may go into spot for 
extra effort at the original budget fig- 
WE. i, 

“A point often overlooked in pitch- 
ing spot to an advertiser is that—in 
addition to factors such as economy, 
flexibility, ete.—spot by its nature is 
‘self-improving.’ Competition among 
stations for the client’s dollar means he 
gets the best possible buy. Suppose an 


a review of 


REPORT 


current activity 


in national 
spot tv 


advertiser gets a minute at 6:30 on one 
station. He may be happy with it, but 
station B lets him know he can get a 
minute at 7:30 right before a big net- 
work show. Because he’s able to move 
quickly in spot, the client can switch 
to the better opening. Then it’s up to 
the first station to find an even better 
deal for him and get his business back 
again. 

“Naturally, there’s a final point 
where it’s virtually impossible to im- 
prove a schedule, but the over-all situa- 
tion is something entirely different from 
the network picture where an advertiser 
signs for his 13 weeks and must ride 
with a show—good, bad or indifferent. 
He’s made his buy; the selling network 





Isabel Ziegler, buyer at N. W. Ayer, 
Phila., is currently setting spots for 
Armour’s Pan ’O Gold frozen chicken. 


sits back content; the competition 
knows the money is committed and 
doesn’t make any overtures.” 
* t x 

“We're hoping there'll be some can- 
cellations,” said an agency buyer try- 
ing to place a pre-Christmas campaign 
for a first-time-in-tv advertiser. The 
words have been echoed in recent weeks 
by many others looking for avails, and 
it's doubtful that the situation will 
change. Interestingly, some of the big- 
ger advertisers have begun picking up 
more spot, making even less time avail- 
able to the new and smaller companies. 

For instance, the Nestle Co. set its 
fall schedules last month for 13 weeks. 
Now it’s added four-week placements 
on top of the original buys. Warner- 
Lambert added smaller markets to its 
original major-market buy for Virisan. 
And Procter & Gamble, General Foods, 
National Biscuit, Whitehall, etc., all 
squeezed in buys among the holiday 
campaigns. 
ARMOUR & CO. 
(N. W. Ayer & Son, Inc., 
Philadelphia) 
A series of shert flights are set for about 
nine or 10 top markets on this meat packer’s 
PAN ’O GOLD frozen-chicken lines. 
Both day and night minutes are used, with 
spots running until just before Thanksgiving 
(when the company promotes its turkeys), 
then back until before Christmas, etc. 
Product is available in about 15 markets, 
and new tv schedules are placed as 
distribution expands. Isabel Ziegler is 
the timebuyer. 
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ASSOCIATED PRODUCTS, INC. 
(Grey Adv. Agency, Inc., N. Y.) 

A fairly new product, 5 DAY ROLL-ON 
deodorant, is just winding up some two-week 
schedules placed as an initial spot 

effort in about 30 top markets across the 
country. A special price deal was featured, 
with frequencies of around 20 day and 
evening minutes per week used. The effort 
might be extended if results are good. 

Tom Flanagan is the timebuyer. 


ATLANTIS SALES CORP. 
(J. Walter Thompson Co., Inc., N. Y.) 


In addition to the schedules noted here 
Sept. 8 for FRENCH’S instant mashed 
potatoes, a two-day saturation-type campaign 
ran late last month in a large number 

of markets. Minutes and 20’s were aimed 
for the week-end shopping crowds. Idea 
could be repeated this month and next 

for holiday-dinner emphasis. Marie Barbato 
is the timebuyer. 


BEECH-NUT LIFE SAVERS, INC. 
(Young & Rubicam, Inc., N. Y.) 

A new product, BEECH NUT COUGH 
DROPS, is currently being tested in 
several scattered markets. Just under way 
are 13-week placements of nighttime ID’s. 
The product comes in a five-cent roll, 

and in licorice or menthol flavor. 

Vance Hicks is the timebuyer. 


BLOCK DRUG CO. 
(SSC&B, N. Y.) 
It was understood that NYTOL had 


considered some six-week placements of 
night minutes to start late last month, 

but changed plans in favor of a network 
buy at the very last minute. Timebuyer 
Ira Gonsier doubts that the product will 
use any more spot until after the 

first of the year. 

































































Annual KELO-TV-AM Sioux Falls-wLo. Minneapolis-Kso Des Moines party brings 
together (1. to r.) Larry Bentson, president, WLOL; Gertrude Scanlan, account exec- 
utive, BBDO; Tom McDermott, vice president, N. W. Ayer; Curt Peterson, vice 
president, McCann-Erickson; Sy Goldis, timebuyer, McCann-Erickson; George 


Martin, account executive, Fuller & Smith & Ross; Eleanor Scanlan, timebuyer, 
Street & Finney. Joe Floyd, president of KELO-TV-AM, one of the hosts, is not shown 


in the picture. 


CALIFORNIA & HAWAIIAN 
SUGAR REFINING CORP. 


(Honig-Cooper, Harrington & Miner, 


San Francisco) 


A reported $200,000 will be spent in the 
tv-radio spot push for C & H sugars which 
start this week. Last year the company 
used about 70 tv markets; this year a 

total of 88 stations will get business. A new 
package will be introduced via minutes 
and 20’s. C. McCreary is the timebuyer. 





produced in four hours. 





Limitations of Videotape 

The potential of videotape has been exaggerated by people who have fallen 
“so much in love with their equipment that they confuse themselves,” ac- 
cording to Gerald King, vice president of Gross-Krasne-Sillerman, Inc. 

Mr. King, who may have been one of the first users of tape (when Stand- 
ard Radio bought the first copy of the German Magnetophone machine to 
make recordings), concedes that VTR will have a tremendous impact on 
many phases of television programming. However, the exuberance of tape 
partisans has led to some erroneous thinking, he says. 

“They attack film per se. The broad statement that film quality is inferior 
to tape is untrue. Likewise, that editing, which is a broader word than cut- 
ting, is now as easy as with film. What about opticals, fades, intercuts? 
Also, I would dislike to be forced to syndicate a 60-minute crime drama 
. .. In 40 years of producing dramas on stage or 
screen, no one, to my knowledge, has produced that almost superhuman feat. 

“Present videotape quality standards are that of television and, while 
we are in the television business, we all know that film picture quality can 
be degraded considerably before it falls to television standards. The big 
thing about videotape is that it degrades so little from its basic standards 
and has that great feature of instantaneous playback.” 

Mr. King describes videotape as a method. “When that method reaches 
the point in convenience, quality, cheapness and ease of duplication, the 
ability to cut and intercut as we do on film, then you will find the picture 
business will be Ampex’s biggest single customer, and videotape will be 
winding in and out of Hollywood studios by the millions of miles.” 

















CARTER PRODUCTS, INC. 

(Ted Bates & Co., Inc., N. Y.) 

The agency took over WHIRL-IN deodorant 
a few weeks back from Dancer-Fitzgerald- 
Sample and is riding with network programs 
primarily for the present. Some slight 
spot action was reported with buys of 
nighttime minutes in a few markets, but 

it seems to be supplementary action. 

Look for more spot after the first of the year. 
Greg Sullivan is the timebuyer. 


CORNING GLASS WORKS 

N. W. Ayer & Son., Inc., Phila.) 
This company’s line of CORNING WARE 
(cooking utensils of pyrocream material) 

is making its first major steps toward 
national distribution. Nov. 17 is the starting 
date for four-week schedules of day and 
night minutes in New York, and the line 

is also to be introduced in New Jersey, 
eastern Pennsylvania and California this 
month. About 20 filmed spots weekly are 
set in New York, with similar good-sized- 
budget buys probably slated for west-coast 
markets, Philadelphia, etc. George Reese 
is the agency account executive in 

New York; William Kane handles the 
timebuying in Philadelphia. 


DUNCAN COFFEE Co. 

WM. S. SCULL CO. 

(Tracy-Locke Co., Inc., Houston) 
Spot schedules should begin running about 
issue date for BOSCUL and MARYLAND 
CLUB coffees from these two companies, 
with both brands featuring a new dispenser 
jar. BOSCUL is distributed in New York, 
New Jersey, Delaware, Pennsylvania, 
Ohio and West Virginia, while the other 
brand is west in Texas, New Mexico, 
Oklahoma, Arkansas and Louisiana. 
Media director Helen Sanford is the 
contact. 


EVERSHARP SCHICK, INC. 
(Compton Adv., Inc., N. Y.) 

Following up its introductory drive this 
summer for SCHICK INJECTOR razors, 
the company is setting schedules in major 
markets across the country. Sports shows— 
football, hockey, basketball—are being 
used along with newscasts and spot 
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EVERY WEEK IS RATING WEEK 
WITH WSPD-TV'S NEW STAR-STUDDED 
PROGRAMMING! Mereser re cere 


unchallenged news and sports coverage superiority, now all the top stars in television and movie business 
can be seen on Channel 13, topped by the best films from UNITED ARTISTS, SCREEN GUILD, MPTV, 
WARNER BROS., RKO and MGM studios! Throughout the day and evening—all through the week— 
WSPD-TV has the big-audience appeal to 477,800 
homes and almost two millio phy Get in on the 
big change on SPeeDy and get big sales! Os 
yr epresented nationally by the KATZ AGENCY 


‘e} Storer Televi sion. 


WSPD-TV Toledo WIW-TY Cleveland 
































SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have 


used television successfully you are interested in the TELEVISION 


AGE series of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into 
his advertising problems, then tells how these problems have 
been answered through television. Each case history is factual 


and complete. Each article includes dozens of actual television 


success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. 


Just fill out the coupon below. 


Reader's Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 
Please send me reprints of the Product Group Success Stories: 
Number of copies 

Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 


Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 
Men’s Clothing Stores 
Cough & Cold Remedies 
Electrical Appliances 
Beer & Ale 

Department Stores 


Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 

Shoe Stores & Manufacturers 
Farm Implements & Machinery 
Electric Power Companies 


Restaurants & Cafeterias 
Moving & Storage 
Television & Radio Receivers 


Weight Control 

Auto Dealers 

Women’s Specialty Shops 

Pet Food & Pet Shops 

Candy & Confectionery Stores 


LTT TEEE TEE 


Name Position 





Company 


Number of copies 


Cosmetics & Beauty Preparations 





Address 





City ae State 








00 I enclose payment O Bill me 


© Please enter my subscription for TELEVISION ACE for one year at $7. As a 
i will receive a copy of the Source Book of Success Stories 


premium I 
which includes the second 15 of the above Product Groups. 
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Tv-radio director Victor Seydel at An- 
derson & Cairns currently is using tv 
for White Rose tea in New York. 


schedules of night minutes when programs 
aren’t available. Placements are just getting 
under way and will continue through the 
winter. Bob Liddel and Sandy Davey 

are the buyers. 


FELS & CO. 
(Aitkin-Kynett Co., Philadelphia) 


As noted here July 28, this company is 
continually expanding its tv schedules 
for various FELS products—liquid, all- 
purpose cleaner, etc. It buys film and 

live minutes, 20’s and ID’s on 13-week 
plans. Current markets include top and 
lesser ones (sometimes all) in New York, 
Pennsylvania, Ohio, Illinois, lowa, Michigan, 
Missouri, Wisconsin, Minnesota, North 
Dakota, California, Oregon and Washington. 
Activity will continue through spring, 

with a December-January hiatus probable. 
Alan Bobbe is the timebuyer. 


GENERAL CIGAR CO. 
(Young & Rubicam, Inc., N. Y.) 


Brief schedules of live and filmed 
announcements for ROBERT BURNS 
CIGARILLOS ended late last month in 
Chicago and Pittsburgh, following a test 
in Buffalo. Company offered two of 

the miniature cigars free for each empty 
cigarette pack and results were reported 
gratifying. The campaign may run in other 
markets, but word was indefinite at 
press time. Russ Young and Adelaide Hatton 
handle the buying. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


Continuing scattered action is reported for 
TANG, with three-week placements of 
nighttime minutes set to kick off next 
week. Jim Scala is the timebuyer. 


GENERAL MOTORS CORP. 
(Campbell-Ewald Co., Inc., Detroit) 


The GM Motorama show closed recently 
in New York and opens late this week 

in Boston. Following the pattern used for 
the premiere, schedules of minutes, 20’s and 
ID’s will run in both day and night 
periods. In previous years, the show 
played half-a-dozen cities, but the itinerary 
this year is limited to two. Jerry Moynihan 
supervised the buying, some of which was 
done out of the agency’s New York office. 


GRAVY MASTER CO. 

(Samuel Croot Co., N. Y.) 

A test schedule has just begun in the 
New York area for this company’s 
GRAVY MASTER food product. At present, 


three one-minute spots per week are 





ner 


Aidtidddsahads rrr 


{ 
’ 
' 


\ 


» ¥ 


a, 
‘ 
‘ 
s 
t 
s. 
. 


¥ - 





GOP CCD HOME te 


: i © : te 
A& od CV1S10TL 
WJBK-TY WUJW-TV WSPD-TV Wwaca-Tyv 
~ Detroit ~ Cleveland Toledo Atlanta 


Plaza 1-3940 - 230 N. Michigan Ave., Chicago 1, Franklin 2-6498 





i en 


ARB City-By-City Ratings for September 1958 


ATLANTA 
3-Station Market 
TOP SYNDICATED FILMS 


. Highway Patrol (Ziv) waGa-tv Fri. 7:30 


The Honeymooners (CBS) wss-tv Fri. 7 


. Whirlybirds (CBS) wsp-rv Wed. 7 
. Sheriff of Cochise (NTA) wss-Tv Tue. 7 
. Amos ‘n’ Andy (CBS) wsp-tv M-F 6 


Boots and Saddles (CNP) waGa-tTv Thu. 7 


. Popeye (AAP) wse-tTv M-F 6 


. Frontier (CNP) wsB-Tv Sun. 

. Target (Ziv) wsp-tTv Sun. Tf 

. Silent Service (CNP) waGa-Tv Sat. 

- Kingdom of the Sea (Guild) wiLw-a Sun, 
. Star Performance (Guild WaGa-Tv Sun. 6:5 
. Gray Ghost (CBS) waGa-tTv Wed. 7:30 

. Dial 999 (Ziv) wsp-tTv Sat. 7 


Topper (Telestar) waGa-Tv Sun. 


TOP FEATURE FILMS 


MGM Playhouse wsr-Tv Sun. 1-3 p.m. 


. Early Show waGa-Tv Mon. 5:36-7 p.m. 
. Early Show waGa-tvy Thu. 5:36-7 p.m. 
. Early Show waca-tv Wed. 5:30-7 p.m. 


Conn eaue Wwe 


Armchair Playhouse wsp-Tv Sat. 5-7 p.m. 


TOP NETWORK SHOWS 


. Cheyenne WLWw-a 

. Wyatt Earp wiw-a 

. Tales of Wells Fargo wss-Tv 
. Twenty-One wss-TY 

. Restless Gun wspB-TV 


Have Gun, Will Travel waGa-TVv 


. To Tell the Truth waca-Tv 
. Alfred Hitchcock Presents waGa-TVv 


Perry Mason WaGA-TY 
GB. Theatre waca-Tv 


MINNEAPOLIS-ST. PAUL 
4-Station Market 
TOP SYNDICATED FILMS 


State Trooper (MCA) KSTP-Tv Tue. 9:30 
Harbor Command (Ziv) KsTP-TV Thu. 9:30 


3. Studio 57 (MCA) KsTP-TV Wed. 9:30 


Sea Hunt (Ziv) wrcn-Tv Tue. 9 


5. Whirlybirds (CBS) KsTP-TvV Sun. 
s. Annie Oakley (CBS) KsTP-TV Sat. 
. Last of the Mohicans (TPA) KsTP-TV Fri. 
. Mike Hammer (MCA) woco-tv Tue. 9:5 
. Frontier (CNP) weco-Tv Sat. 6 


. New York Confidential (TPA) woco-Tv Tue 


Highway Patrol (Ziv) KstP-Tv Thu. 10:; 


. Popeye (AAP) weco-tv M-F 5:30 
. The Honeymooners (CBS) woco-tTv Fri 


coe nranawe wwe 


Decoy (Official) wrcn-Tv Fri. 9 
Boots and Saddles (CNP) wtcNn-tv Fri. 


TOP FEATURE FILMS 


. Your 9 O'Clock Movie KMSP-TV 


Fri. 9-10:30 p.m. 


. Your 9 O'Clock Movie KMsP-TV 


Sun. 9-10:30 p.m, 
Your 9 O'Clock Movie KMSP-TV 
Mon. 9-16:30 p.m. 


. Your 9 O'Clock Movie KMsP-TV 


Thu. 9-10:30 p.m. 


. Movie Spectacular WTCN-TV 


Fri. 9:45-12:15 a.m. 


TOP NETWORK SHOWS 


I've Got a Secret wooo-Tv 
Have Gun, Will Travel woco-Tv 
The Millionaire woco-TV 

Ed Sullivan wcoco-tTv 

What's My Line woco-Tv 

I Love Lucy woco-Tyv 

Welk’s Dancing Party wWTcN-TV 


. Aleoa Theatre KSTP-TV 


Alfred Hitchcock Presents woco-TVv 


. To Tell The Truth woco-Tv 
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DALLAS-FT. WORTH 
4-Station Market 
TOP SYNDICATED FILMS 


. Death Valley Days (U. S. Borax) 


KRLD-TV Sat. 9:30 


. People’s Choice (ABC) weap-tv Thu. 3 


Sea ‘Hunt (Ziv) KRLD-Ty Tue. 9:30 


. Highway Patrol (Ziv) wraa-Tv Fri. 9:30 .... 


Sheriff of Cochise (NTA) wraa-Tv Tue. 9 
Frontier Doctor (H-Tvy) KFrsz-Tv Thu. 8 
Sheriff of Cochise (NTA) wraa-Tv Fri. 8 
Mike Hammer (MCA) wraa-Tv Thu. 9 


. Confession (Confession, Inc.) wraa-Tv Fri. 9 


. Boots and Saddles (CNP) wraa-Tv Tue, 8:30 


. Crusader (MCA) wraa-TV Tue. 9:30 
. 26 Men (ABC) wraa-tv Thu, 9:30 . 


Annie Oakley (CBS) wraa-Tv Sat. 6 .... 


. Jeff’s Collie (TPA) wraa-Tv Mon. 6:30 
. O. Henry Playhouse (Gross-Krasne) 


WBAP-TV Tue. 9:30 


TOP FEATURE FILMS 


- Million Dollar Matinee 


KFJZ-TV Sun. 1-2:30 p.m 


2. Command Performance 


KPIZ-TV Tue. 9-10:45 p.m 
Channel 8 Premiere 
WPAA-TV Fri. 10:30-12:30 a.m. 


- Command Performance 


KFJZ-TV Sun. 9-11:30 p.m. 


. Sunday Matinee whap-Tv Sun. 3-4:30 p.m. 


TOP NETWORK SHOWS 


. Gunsmoke KRLD-TV 


2. What’s My Line KRLD-TV 
3. Wyatt Earp wPraa-Tv 


. The Millionaire KRLD-TV 
. I've Gow a Secret KRLD-Irv 


5. G.E. Theatre KRLD-TV 


. Bob Cummings WBaAP-TV 


Real McCoys WFAA-TV 


. Have Gun, Will Travel KRLD-TV 
. Wagon Train WBAP-TV .......eeecesereee 26.3 


NEW YORK 
ARBITRON 
7-Station Market 
TOP SYNDICATED FILMS 


- Sea Hunt (Ziv) wess-Ty Sat. 10:30 


Mike Hammer (MCA) wroa-tTy Tue, 10:30 


3. Don Ameche (TPA) wors-Ty Sat. 7 
. State Trooper (MCA) wroa-Tv Wed. 16:30 


Northwest Passage (MGM-Ty) 
wrea-Tv Sun. 7:30 


6. Heckle and Jeckle (CBS) woss-tTv Sat. 


. Death Valley Days (U. S. Borax) 


wrea-Tv Wed. 7 


. Highway Patrol (Ziv) wrcoa-Tv Mon. 
. Our Miss Brooks (CBS) wops-Tv Tue. 10:30 .. 
. Annie Oakley (CBS) waso-Tv Sun. 6 

. Boots and Saddles (CNP) wrcea-tv Thu. 7 


Silent Service (CNP) wroa-tv Fri. 7 


. The Honeymooners (CBS) wrea-tv Tue. 7 .... 
. Our Miss Brooks (CBS) wess-tTv M-F 1 
. Topper (Telestar) wcss-Tv Sun 


TOP FEATURE FILMS 


Late Show woss-Tv Sat. 11:15-1:30 a.m. 
Movie 4 wrea-TV Sun. 10:30-12:30 a.m 
Early Show woss-Tv Sat. 5:30-6:45 p.m. 


. Pix for Sunday Afternoon 


wosBs-Tv Sun. 1-4 p.m. 
Late Show wors-Tv Sun. 11:15-1 a.m. 


TOP NETWORK SHOWS 


. Gunsmoke WcBS-TV 


Have Gun, Will Travel wors-Tv 


3. Perry Come WRCA-TV 


Decision WRCA-TV 


. Ed Sullivan woss-tv 
o EX Kame TMF WORST occ cccvcccccesccccces 23. 
. Alfred Hitchcock Presents woss-TVv 
. Frontier Justice WCBS-TV 

. Personal Appearance WCBS-TV 

. What's My Line wcrs-Tv 
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. Tugboat Annie (TPA) KpTv Sun. 5 
. Mr. District Attorney (Ziv) wow-Tv Sat. 
2. Our Miss Brooks (CBS) wow-tv M-F 5:3 


HOUSTON 
3-Station Market 
TOP SYNDICATED FILMS 


Whirlybirds (CBS) Kpro-tv Sat. 6 . 

2. Highway Patrol (Ziv) KouL-Tv Tue, 9:30 

3. Officials Detective (NTA) KpPrRo-Ty Fri. 9 .... 
. Boots and Saddles (CNP) KTRK-TV Sun. 8 .... 


5. Men of Annapolis (Ziv) KPRo-Tv Wed. 9:30 
5. Silent Service (CNP) KPRO-TV Tue. 9:30 

. Waterfront (MCA) KpRo-TV Sat. 5:30 

’. Big Story (Official) KPRC-TV Mon. 

- Topper (Telestar) KPROo-TY Sun. 


Mike Hammer (MCA) KTRK-TV Thu. 


My Little Margie (Official) KGuL-TV Mon. 6 .. 
. Popeye (AAP) KTRK-TV Sat. 
2. Harbor Command (Ziv) KPRC-TV Sun. 


Union Pacifie (CNP) KTRK-TV Fri. 8:30 
Waterfront (MCA) KPRc-Tv Sun. 12 


TOP FEATURE FILMS 


. Million Dollar Movie KPRC-TV 


Sun, 12:30-2 p.m. 


2. MGM Theatre KPRO-TV Fri. 10-12 m. 


Four-Hour Western KTRK-TV Sun. 1-5 p.m. 
Saturday Matinee KTRK-TV Sat. 1:30-4 p.m. 
MGM Theatre Kprc-Tv Sat. 10-11:30 pm. 


TOP NETWORK SHOWS 


. Wyatt Earp KTREK-'TV 


Have Gun, Will Travel Ke 
Real McCoys KTRK-TV 


. Tales of Wells Fargo KPRO-TV 


Cheyenne KTRK-TV 
Suspicion KPRO-TV 
Broken Arrow KTRK-TV 
Maverick KTRK-TV 
Restless Gun KPRO-TV 


. Wagon Train KPRC 


OMAHA 
3-Station Market 


TOP SYNDICATED FILMS 


Harbor Command (Ziv) wow-Tv Sat. 


Sheriff of Cochise (NTA) KMTV Wed. 9:30 ...2 
3. Whirlybirds (CBS) wow-tTv Tue. 9:30 


People’s Choice (ABC) KMtTv Thu 


5. New York Confidential (TPA) 


KMTv Tue. 9:30 
Gray Ghost (CBS) Ketv Thu. 


. Highway Patro) (Ziv) wow-tv Fri. 
3. Official Detective (NTA) KmTV Sun. 

. Popeye (AAP) Kmtv M-F 6 

. Kingdom of the Sea (Guild) KEeTv Tue. 


Kit Carson (MCA) KetTv Thu. 6 


. Boots and Saddles (CNP) KEetrvy Wed. 6 


TOP FEATURE FILMS 


. Feature Movie KETV Sun. 8-9:30 p.m. ...... 
. Movie Masterpiece KeTv Fri. 9:30-11:30 p.m, 

Movie Masterpiece KetTv Wed. 9:30-11:15 p.m. 
. Movie Masterpiece Ketv Sun. 9:30-11:30 p.m. 
. Million Dollar Movie wow-Tv 


Sun, 10:15-12:15 a.m 


TOP NETWORK SHOWS 


. Gunsmoke wow-TVv 
2. Wyatt Earp KETV 


What’s My Line wow-Tv 


. Have Gun, Will Travel wow-tTv 
. Welk’s Dancing Party KeTv 
. Tales of Wells Fargo KMTV 
cere cebncccecccccesessses 29. 


Sugarfoot KETV 
I Love Lucy wow-Tv 


. I've Got a Secret wow-Tv 
. Father Knows Best KuTv 
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KANSAS CITY 
3-Station Market 
TOP SYNDICATED FILMS 


Mike Hammer (MCA) kKocMo-Tv Sat. 9:30 
People’s Choice (ABC) wpar-Tv Thu. 8 
Dr. Christian (Ziv) Komo-Tv Tue. 9:30 
Sheriff of Cochise (NTA) Komo-Tv Fri. 
Whirlybirds (CBS) kKomo-Tv Sun. 10 
Silent Service (CNP) wpar-tTv Tue. 9:30 
Highway Patrol (Ziy) KMBo-TV Wed. 7:3 
San Francisco Beat (CBS) KMBO-TV Tue. 
26 Men (ABC) KMmBo-Tv Thu. 7:30 
Harbor Command (Ziv) wpaFr-tTv Wed. 
Sea Hunt (Ziv) KomMo-Tv Thu. 10 

Cisco Kid (Ziv) KMBo-TV Tue. 6 


New York Confidential (TPA) wpar-tTv Tue. 


Annie Oakley (CBS) KmsBo-tv Fri. 6 


. The Honeymooners (CBS) KMBC-TY Mon. 9:30 


TOP FEATURE FILMS 


Million Dollar Movie KoMo-TY 
Sat. 10-12:15 a.m. 

Gold Award Theatre KCMO-TV 

Fri. 10:30-12:15 a.m. ...+-++- 
. Andy Hardy Adventure KOMO-TV 


Sun. 4-5:30 Pim. .ccccecceeceeseeccese 
. Million Dollar Movie Komo-Tv Sun. 2-4 p.m. ..1 
Masterpiece Movie KMBO-TV Sun. 9-10 p.m. ..10. 


TOP NETWORK SHOWS 


Gunsmoke KOMO-TV 

Cheyenne KMBC-TV 

Wyatt Earp KMBO-TV 

Alfred Hitchcock Presents KOMO-TV 
Tales of Wells Fargo wWDAF-TV 
Restless Gun WDAF-TV 

Have Gun, Will Travel KOMO-TV 
What's My Line KOMO-TY 

I've Got a Secret KOMO-TV 

I Love Lucy KCMO-TV 


PITTSBURGH 


2-Station Market 


TOP SYNDICATED FILMS 


Official Detective (NTA) witc Sun. 10:3 
Mama (CBS) KDKA-TV Tue 

Studio 57 (MCA) KDKA-TV Tue. 

Death Valley Days (U. S. Borax) 

KDKA-TV Thu. 7:30 R 

0. Henry Playhouse (Gross-Krasne) 
KDKA-TV Tue. 8:30 is 
San Francisco Beat (CBS) wc Tue. 
Captain David Grief (Guild) 

KDKA-TV Tue. 

Sea Hunt (Ziv) KDKa-Tv Fri. 6:30 
Badge 714 (CNP) wiic Mon. 7:30 ... 
The Whistler (CBS) KpKaA-TV Wed. 7:30 
Union Pacific (CNP) wc Tue. 7 


Boots and Saddles (CNP) KDKA-TV Fri. 7 :: 


Annie Oakley (CBS) KDKA-TV Thu. 6:30 
Sheriff of Cochise (NTA) witc Fri. 7 
Harbor Command (Ziy) wic Wed. 7 


TOP FEATURE FILMS 


Early Show KDKA-TV Wed. 5-6:30 p.m 
Early Show KDKA-TV Mon, 5-6:30 p.m 
Early Show KDKA-TV Thu. 5-6:30 p.m 
Early Show KDKA-Tv Fri. 5-6:30 
Gateway Studio Presents KDKA-TV 

Tue. 11:15-12:45 a.m, 


TOP NETWORK SHOWS 


I Love Lucy KDKA-TV 

Ed Sullivan KDKA-TV 

G.E. Theatre KDKA-TV 

Have Gun, Will Travel KDKA-TV 
Father Knows Best wiic 

Lassie KDKA-TV 

Alfred Hitchcock Presents KDKA-TV 
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MIAMI 
3-Station Market 
TOP SYNDICATED FILMS 


. State Trooper (MCA) wirvs Mon. 9:30 ...... 33.1 
. Whirlybirds (CBS) wrvs Thu. 7:30 


Sea Hunt (Ziv) wrvs Fri 


. The Honeymooners (CBS) woxtT Sat. 
. Death Valley Days (U. 8. Borax) 


wtvy Sat. 6:30 


. Harbor Command (Ziv) wrvs Fri. 7:30 


Sheriff of Cochise (NTA) wcokT Tue 
Silent Service (CNP) wrvs Wed. 7 
26 Men (ABC) wokT Thu. 7 


. Casey Jones (Screen Gems) wWoKT Mon. 7 ... 
. Jeff's Collie (TPA) wtvs Tue. 7 ...... 
. Boots and Saddles (CNP) wrvs Sat. 7 ...... 


Search for Adventure (Bagnall) wrvs Sun. 6:30 
Medic (CNP) wtvs Mon. 7 
Gray Ghost (CBS) wont Wed. 7 


TOP FEATURE FILMS 


Humphrey Bogart Theatre 

wtvy Sun. 5-6:30 p.m. ...... 

Movie 7 woKT Thu. 5-6:30 p.m. 
Movie 7 wokT Mon. 5-6:30 p.m. 
Movie 7 wcoKT Fri. 5-6:30 p.m. 
Feature Film wrest Tue. 9:30-11 p.m. 


TOP NETWORK SHOWS 


Perry Mason wtvJs 

Ed Sullivan wrvs 

G.E. Theatre wtvs oa 
Tales of Wells Fargo wok? 
Have Gun, Will Travel wrvs 
Alfred Hitchcock Presents wrvs 
Restless Gun WCKT 

I Love Lucy wrvs 

Wagon Train wcokT 

Wyatt Earp wrest 


SACRAMENTO 
3-Station Market 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv) KORA-TV Mon. 7 

People’s Choice (ABC) KcRA-Ty Thu. 9 
Highway Patrol (Ziv) Kser-Tv Sat. 9:30 
Casey Jones (Screen Gems) KoRA-TV Thu. 7:30 
Northwest Passage (MGM-Ty) KBET-TV 

Pe: Ce assed ben 

Sheriff of Cochise (NTA) KcRA-TV Thu. 
Jungle Jim (Screen Gems) KoRA-TY Wed 
Whirlybirds (CBS) kora-tv Fri 

Gray Ghost (CBS) Kora-Tv Sun. 6:30 ...... 
Mike Hammer (MCA) Kora-Tv Sun. 10:30 .. 
Popeye (AAP) KoRA-Tv M-F 5 


te bo bo 
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- Our Miss Brooks (CBS) kora-Tv 


Annie Oakley (CBS) Kora-rv Tue. 6 
Topper (Telestar) KBET-TV Wed. 6:: 
Mr. Adams and Eve (CBS) Kspr-tv Tue. 


TOP FEATURE FILMS 


Great Movie KBET-TV Sat. 10-12:30 a.m. 
Three Star Theatre KCRA-TV 

Sat. 10:30-12:30 a.m 

Movie of the Week Kora-TV Sun. 5-6:30 p.m. .. 


- Great Movie KBeT-TV Sun. 4-6 p.m. 


Great Movie KBET-TvV Mon, 10-12 m 


TOP NETWORK SHOWS 


Tales of Wells Fargo KcRA-TV 
Restless Gun KORA-TV 
Gunsmoke KBET-TV 

Father Knows Best KCRA-TV 


. Wagon Train KCRA-TV 


Steve Allen KCRA-TV 
Perry Como KCRA-TV 
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MILWAUKEE 
4-Station Market 
TOP SYNDICATED FILMS 


Boots and Saddles (CNP) wrmy-tv Thu. 8 
Whirlybirds (CBS) wrms-tyv Sun. 9:30 
Harbor Command (Ziv) wrms-tTv Thu. 9:30 
Sheriff of Cochise (NTA) wisn-Tv Fri. 9:30 
Highway Patrol (Ziv) wisn-tv Sat. 9 
Terrytoons (CBS) wrmys-tTy Sat. 16:36 
Code 3 (ABC) wrti-Tv Wed. 9:30 

Sea Hunt (Ziv) wrms-tyv Fri. 16:15 
Douglas Fairbanks Presents (ABC) 

WTMJ-TY Wed. 9:36 

Annie Oakley (CBS) wrmy-tTv Sun. 6 
Frontier (CNP) witt-tTv Mon. 8 

Kingdom of the Sea (Guild) 

WISN-TVY Mon. 9:36 

African Patrol (Gross-Krasne 

wrMs-Tv Tue. 16:15 

San Francisco Beat (CBS) witi-tv Thu. 8 
Tv Reader's Digest (Telestar) 

WTMJ-TV Mon. 10:15 


TOP FEATURE FILMS 


Saturday Night Theatre wruMs-tTv 

Sat. 9:30-11:15 p.m 

Big Movie wisn-Tv Fri, 10:15-12:30 a.m 
20th Century Premiere wisn-TY 

Sun. 8:30-10 p.m 

Triangle Movie witt-Tv Thu. 8:36-10 a.m 
Late Show wxrx Fri. 10:15-12 m 


TOP NETWORK SHOWS 


Suspicion WTMJ-TV 


. Tales of Wells Fargo wtMs-Tv 


Welk’s Dancing Party wisn-Tv 
Father Knows Best wTMs-TVY 
Bob Cummings WTMJ-TV 
Restless Gun WTMJ-TV 

Wyatt Earp wWisn-Tv 

Steve Allen WTMJ-TV 

Aleoa Theatre wWTMJs-Tv 

Chevy Show wTMs-TY 


SEATTLE-TACOMA 
5-Station Market 
TOP SYNDICATED FILMS 


Highway Patrol (Ziv) komo-Tv Thu 
Silent Service (CNP) KING-TS Mon 
Death Valley Days (U. S. Borax) 
KOMO-TY Thu. 8 

Sea Hunt (Ziv) KING-TY Wed. 7:30 
Mike Hammer (MCA) KING-TV Wed. 16 
Search For Adventure (Bagnall) 

KING-TV Mon. 7 

Badge 714 (CNP) xine-tv Fri. 10 
San Francisco Beat (CBS) KTNT-TVY Mon. 8 
Kingdom of the Sea (Guild) 

KOMO-TY Tue. 6:30 

26 Men (ABC) KoMoO-TV Mon 

Code 3 (ABC) Ktmmo-Tv Thu. 9 
Championship Bowling (Schwimmer) 
KOMO-TY Fri, 9 

Decoy (Official) KING-TvV Tue. 16 
Citizen Soldier (Flamingo) KING-TV Wed 
Studio 57 (MCA) KING-TV Fri, 7 


TOP FEATURE FILMS 


Early Movie Krro-TV Sat. 10-12 m 

Command Theatre KING-TV Sun. 10-12 m 
All Star Movie KTNT-TV Thu. 10:15-12 m 
Major Studio Preview KomMo-Tv Sat. 10-12 m 
Early Movie Krro-Tv Fri. 10:30-12:30 a.m 


TOP NETWORK SHOWS 


Lawrence Welk KING-TY 
Cheyenne KING-TV 


. Ome and Harriet KING-TV 


Real McCoys KING-TY 
Maverick KING-TVY 
Tombstone Territory KING-TV 
Wyatt Earp KING-TV 
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Shirley Temple’s Storybook wio 
Real McCoys KDKA-TV 
Tales of Wells Fargo wiic 


Have Gun, Will Travel KBPT-TV sed Price is Right KomMo-Ty 
Bob Cummings KCRA-TV Shirley Temple Storybook KoMo-TV 
Perry Mason KBET-TV Walt Disney Presents KING-TY 


2 @ 
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being used for 13 weeks mm an evening 
movie, but the product has national 
distribution and could expand into new 
markets if the test goes well. 

Dolores La Falce is the timebuyer. 


HOUSE OF WORSTED-TEX 
(Doner & Peck, Inc., N. Y.) 

As noted here last April 21, this clothing- 
fabric maker planned some fall spot. 

A four-week schedule of live minutes is 
just winding up on KRON-TV and KPIX 
San Francisco, and a similar placement 
starts this week on wrca-tv New York. 
About 25 spots per week run, with some 
quarter-hours of football and basketball 
games included in the buy. Placements are 
co-op deals between Union Carbide 
(maker of Dynel material), Browning-King 
retail men’s clothing stores and House of 
Worsted-Tex. There could be similar 
activity in other major markets where 
deals could be worked out. Mary Franklin 
is the timebuyer. 


LANDERS, FRARY & CLARK 
(Goold and Tierney, Inc., N. Y.) 
Having used some slight schedules in the 
past year for its electric coffee-maker and 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 


COMMUNICATIONS CENTER 
OF THE WORLD 


MADISON 


BLOCKFRONT: 49th to 50th STS. 


3900 SQ. FT. 


TOWER FLOOR 
OFFICES AVAILABLE 


Unsurpassed panoramic view from Madison 
Avenue’s tallest building. Windows on all 
four sides. Completely modern, air con- 
ditioned. Present tenants include leaders 
in the world of industry, commerce, pub- 
lishing, advertising, broadcasting and for- 
eign affairs. 

for information: Ed Rindfleisch, MU 5-7000 
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And if I am Elected by Videotape .. . 
Aspirants for political office have discovered videotape, and they like it. 
The sight-and-sound recording process has been used to advantage by 

hard-stumping, fast-talking, fast-moving candidates in their bids for votes 
in this important election year. The technique has introduced two new 
elements into tv political campaigning: flexibility and control. A candidate 
may be in one district denouncing his opponent while a taped speech sup- 
porting his party is broadcast in another area at the same time. The im- 
mediate re-run rehearsal factor with tape allows speedy control of a broad- 
cast. (Politicians, not especially camera-shy, are sometimes anxious about 
their appearance and grammar.) 

Senator Spessard Holland (D., Fla.) videotaped some 20 spots that ran 
eight to 10 times daily throughout the primary campaign. According to 
Mel Wheeler, general manager of WEAR-TV Pensacola, the station has had 
an increase in campaign business this year because of tape equipment. On 
one occasion, Senator Holland had a tape made of a live speech broadcast 
over WFLA-TV Tampa, and then had it flown to WEAR-Tv, where it was aired 
the next evening. 

In Texas, one candidate wanted to take advantage of prime time to make 
different speeches in three different cities in one evening. He taped one 
speech in Dallas in the morning, flew to Houston and recorded a second 
speech at KRPC-TV in the afternoon, and in the evening delivered a third 
speech live in Beaumont as his two previous speeches were broadcast in 


Houston and Dallas. 


wn 


other appliances, this company has set 
placements of minutes to begin next week 
for UNIVERSAL cordless electric shavers. 
About a dozen spots per week will go in 
late movies and nighttime slots until 

the middle of December. Stations to be 
used are KYW-TV Cleveland, KNxt Los 
Angeles and wcss-tv New York. WABC-TV 
got some election-return business also. 
Louisa Vass is the timebuyer. 





Tv Directors 

Harry Alleva has been appointed tv- 
radio production director at William 
Warren, Jackson & Delaney, New York. 
Formerly ad manager for Arthur Mur- 
ray Studios, Mr. Alleva will work on 
tv spots for Dale Dance Studios, among 
others. 

Edward W. Meade, formerly tv-radio 
director at Young & Rubicam, has been 
appointed vice president for tv-radio at 
Ogilvy, Benson & Mather, Inc., New 
York. 

James B. Rogers Associates, Balti- 
more, has announced the appointment 
of Ernie Schultz Jr. as tv-radio director. 

Bill Gargan Jr. has joined the New 
York office of Kenyon & Eckhardt, Inc., 
as a producer in the tv-radio depart- 
ment. Mr. Gargan was formerly with 
NBC and TelePrompTer Corp. 

James Young, who was production 
manager at Hal Seeger Productions, 
has joined Reach, McClinton & Co., 


Inc., New York, as a.tv producer. 





LEPAGE’S, INC. 

(Young & Rubicam, Inc., N. Y.) 
This subsidiary of Johnson & Johnson 
has come up with a new cellophane tape 
dispenser known as PLASTI-PAK, which 
it will introduce nationally within the 
next few weeks. A spot schedule is 
currently testing in Kansas City, with 
filmed minutes and 20’s promoting the 
89-cent item to good results. Media 


James C. Richdale, Jr. has been ap- 
pointed vice president and general 
manager of KGUL-TV Houston, a 
Corinthian station, it has been an- 
nounced by C. ‘ 

president of Gulf Television Corp. Mr. 
Richdale has been vice president and 
general manager of KOTV Tulsa, 
another Corinthian station, since No- 


Wrede Petersmeyer, 


vember 1956, and acting general man- 
ager of KGUL-TV since August 1958. 
He joined KOTV as commercial man- 
ager in November 1954. 





This architect's drawing shows how the new WkrRc-tv-AM $1.5 million home 
will appear when it is finished next August. Construction of the new offices and 
studios for the Cincinnati station is expected to take about 10 months. The struc- 
ture will include offices, two television studios and three radio studios. Only the 
newsroom of the stations will continue in the Post and Times-Star building. The 
new building will be located near the present tv transmitter and tower in Mt. Auburn. 


supervisor Joe St. George and assistant 
Joe O’Brien are handling the buying. 


MeCOY’S PRODUCTS, INC. 

(Joe Gans & Co., N. Y.) 

\ brief test for a new vitamin-mineral 
capsule called VI-MINTONE concluded 
late last month in a handful of northern 
markets. The spell of unseasonably warm 
weather threw the results out of kilter, 
and a second test is planned for the 

end of November. Joe Gans is handling 

the buying. 


MEGS MACARONI CO. 
(Weightman, Inc., Philadelphia) 

Two additional markets—Lancaster and 
Harrisburg—have joined the list noted 
here Sept. 8 for PENNSYLVANIA DUTCH 
noodles. Minutes and ID’s which feature 
a “Dutchman” delivering a filmed spiel in 
dialect are placed for 13 weeks. 
Leonard Stevens is the timebuyer. 


NARRAGANSETT BREWING CO. 
(Cunningham & Walsh, Inc., N. Y.) 


With its filmed series ended in this 
brewery’s many New England markets, 
spot buys are being continued through 
the end of the year. At press time, 
plans for ‘59 were being formulated: 
syndication buys are definitely out, and 
at least the same amount spent in spot 
this year will go spot-ward again. 

Bob Morton is the timebuyer. 


NATIONAL BISCUIT CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


A seven-week push for WHEAT and 
RICE HONEYS began last week in a 
fall effort. Daytime minutes around kid 
shows are used, with major markets 
generally bought first, then minor ones added 
as the budget allows. Lucy Kerwin 

is the timebuyer. 





De Sapio 
“The President of the United 
States, the Governor of New York 
and political candidates for im- 
portant offices should not be put on 
the same level with commercial 
products advertised on television,” 


New 


York State Democratic Committee 


said Carmine De Sapio, 
chairman, at a New York meeting 
of the Radio and Television Execu- 
tives Society. 

In order to remove the stigma 
placed upon such persons by the 
wording, “This was a paid political 
which generally 
follows a campaign broadcast, Mr. 


announcement.” 


De Sapio straightfacedly proposed 
that tv stations 
political parties in the interests of 
public service. 

About 20 hours each in the 


donate time to 


Formula 


month immediately preceding the 
elections would do for the two ma- 
jor parties, he said, with lesser 
parties being allocated time pro- 
portionate to their voting strength 
as indicated in previous elections. 

In addition to strengthening the 
effectiveness of the tv medium, said 
the Tammany leader, such action 
would free the political parties 


from entangling alliances with 
wealthy contributors whose checks 
may be accompanied by “pres- 
sures.” 

Unfortunately, time ran out be- 
fore Mr. De Sapio could indicate 
where any campaign funds saved 
by the offer of free time might go, 
or if he intended to suggest that 
print media offer space gratis “as 
a public service.” 








Elisabeth M. 


Bechjorden 


Station, Network and Personal 
Representative 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 

WIMA-TV, Lima, Ohio 
WLEX-TV, Lexington, Ky. 


National Spot Representative for 


WVIP, Mt. Kisco, N. Y. 


235 East 46th St.. New York 17, N. Y. 
Plaza 5-4262 

















BUY THE 
“OIL-RICH" WEST TEXAS 
MARKET 


99.595 TV SETS 


AS OF JULY 1958 
. . . With this 
Kind of Money to spend . . 
CSI PER HOUSEHOLD 


MIDLAND $7,466 
ODESSA $7,104 
BIG SPRING $5,978 














aa hannel VY 2 


enard, Rintoul & McConnell, Inc. 


South —Clarke Brown Company 


KTRK-TV, channel 13 
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Rep Report 

Upon the retirement of Paul R. 
Weeks, vice president, James Alspaugh 
was elected vice president at H-R Rep- 
resentatives and H-R Television, Inc. 
Mr. Weeks plans to return to the mid- 
west, where he lived before coming to 
New York in 1949 as sales manager 
for the Headley-Reed Co. Mr. Alspaugh 
will continue in his post as manager of 
the H-R San Francisco office. 

Don Waterbury, formerly with 
Broadcast Time Sales, has joined Ram- 
beau, Vance, Hopple, Inc., New York, 
as national sales manager. Mr. Water- 
bury was also with WNEW-TV New York 
(formerly WABD) as account executive. 





NESTLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 

N. Y.) 

DECAF placed some four-week schedules 
of minutes and 20’s at the end of last 
month to run in the same markets (plus 
a few more) that its 13-week schedules 
are currently in. About 40 markets are 
included in the saturation effort. 

Tim McClintock and assistant Dorothy 
Medanic did the buying. 


NO-CAL CORP. 
(Paris & Peart, Inc., N. Y.) 
This bottler of low-calorie soda is a big 





NO GAMBLE 
IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


Léi 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 


Contact: 


FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


on the m4 hanngs 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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FCB timebuyer Richard Pickett han- 
dles schedules for Pepsodent, Edsel cars 
and Savarin coffee. 


spot user in New York and recently 
renewed its schedules in Philadelphia. 
Atlantic City is a market also. The 
product is bottled on the west. coast, 
but tv activity there is left to the local 
bottler. Both day and night minutes and 
20’s are used. Virginia Burke 

is the timebuyer. 


PAN AMERICAN WORLD 
AIRWAYS 

(J. Walter Thompson Co., Inc., N. Y.) 
This airline is currently using Meet The 
Press on network, but has lined up 
supplementary spot schedules in Chicago 
and west-coast markets. Night minutes and 
20’s are used. Jane Shannon is the 
timebuyer. 


PARAMOUNT PICTURES CORP. 
(Buchanan & Co., Inc., division of 
Lennen & Newell, Inc.) 

For The Blob, the agency has set schedules 
of minutes and 20’s in about seven major 





J. Glenn Taylor, former vice president 
of RKO Teleradio Pictures, has been 
named president and principal execu- 
tive officer of Tidewater Teleradio, Inc., 
of wavy-Tv-AM Norfolk- 
Portsmouth. He succeeds Hunter C. 


operators 


Phelan, who becomes chairman of the 
board. Mr. Taylor was also elected to 
the board of directors and to the execu- 
tive committee. He was at one time vice 
president and director of RKO Tele- 
radio Pictures and vice president of the 
Mutual Broadcasting System. 





markets. Starting dates are dependent on 
the opening of the movie, but the campaigns 
all will run three or four days. Most 
previous activity on Paramount films 
has been set locally. Mildred Ingvall 

is the timebuyer. 


PARSONS AMMONIA CO. 
(Hedrick & Johnson Co., Inc., N. Y.) 
This firm has set schedules of live-and- 
animated minutes in Philadelphia and 
Los Angeles to run through remainder of 
the year. There is a possibility of 
further action after the first. 

Stanton Hedrick handles the buying. 





PEPPERIDGE FARM, INC. 
(Ogilvy, Benson & Mather, Inc., 
N.S 

Sporadic activity is noted for this 
company’s bread and bakery products 
in selected markets. Henry Cleeff 

is the timebuyer. 


PHARMACO, INC. 

(DCS&S, N. Y.) 

The MEDIGUM placements began running 
late last month in a dozen or so markets 
of the total 100-120 to be used. Starting 
dates depend on incidence of colds, 
weather, etc. Night minutes and 20’s in 
AA time are preferred, with frequencies 
varying from three spots weekly on up, 
the number also influenced by weather, 
epidemics of colds, etc. Schedules will 
run through spring. Jean Simpson joined 
timebuyer Jeff Fine in getting placements 
under way. 


PHARMACO, INC. 
(Ellington & Co., Inc., N. Y.) 


Test schedules of filmed minutes began 





Agency Changes 

The Benrus Watch Co., Inc., moved 
its account from Lennen & Newell, Inc., 
to Grey Advertising Agency last week. 
Next year’s budget has been estimated 
at over $1 million. 

The $500.000 account of Warner- 
soft-drink 


tablet is also leavine the Lennen & 


Lambert’s Fizzies instant 
Newell shop. The product is going into 
the company’s house agency, Lambert 
& Feasley. 

Bozell & Jacobs, Inc., Chicago, has 
added the car-wax account of the Turtle 
Wax-Plastone Co. previously held by 
Cunningham & Walsh. 

Allied Van Lines moves its $750,000 
billing next month from McCann-Erick- 
son, Chicago, to Campbell-Mithun. 

CVS Corp., a subsidiary of Schenley 
Industries, is shifting its Roma and 
Cresta Blanca wine advertising offices 
to New York, and taking both lines 
from Foote, Cone & Belding, San Fran- 
cisco. Norman, Craig & Kummel has 
been appointed, and it is expected the 
°59 ad budgets will be increased con- 
siderably. 














T o months ago Joe Gans left his 
job as vice president and director 
for tv and radio at Maxwell Sackheim, 
New York. Within a week he had or- 
ganized Joe Gans & Co., Inc., a com- 
pany which specializes in broadcast buy- 
ing in the United States and Canada. 
Mr. Gans’ career has been marked 
by specifics and pioneering in the 
broadcast industry. He is considered 
by many to be the grandfather of fm. 
having brought Time magazine, the first 
major fm advertiser, into that medium 
two years ago. 
“the so-called 
children’s shows have a higher percent- 


His conviction that 


age of adult viewers than is generally 
realized” was demonstrated in the early 
years of television when he gave the 
first order for all locally produced kids’ 
programs in New York. 

Accounts such as Time, which he 
brought with him when he formed his 
own agency, have afforded him good 
opportunity to apply his favorite meth- 
od for deriving his own ratings—re- 
sponse advertising. “Returned _post- 
cards provide instant and effective esti- 
mates of whether a campaign is suc- 
cessful or not.” 

So strongly does Mr. Gans feel about 
ratings, in fact, that he “would rather 
do business with a station manager or 
a rep or anyone I know rather than 
do business by ratings. A station man- 
ager who knows his station and market 
thoroughly is more valuable to me than 


Buyer Profile............ 


Pt Pe Pe JOE GANS 





a station I know by its ratings alone. 
But of course my final decision is predi- 
cated on the station’s ability to preduce 
immediate response. I buy people in a 
frame of mind to purchase the product 
I sell, not because the ratings of a par- 
ticular program are high.” 

Besides the important accounts which 
Mr. Gans’ agency has already acquired, 
including Time, McCoy's Products and 
Cadie Chemical Products, there are two 
new ones scheduled to be added this 
month. And, in addition, his company 
has been enlisted by other agencies in 
the capacity of a consultant firm spe- 
cializing in broadcast media. 

Mr. Gans, his wife Dorothy and his 
“two magnificent children” Louis and 
Laurie live in Springfield, N. J. The 
degree of specialization Mr. Gans has 
reached is epitomized in his home life 
too. He and Louis spend. many happy 
hours together building scale models of 


missiles. 





last week in eight markets for 
CONTROL 24, a new cold remedy. The 
placements are for four weeks, with the 
spots running in early evening and 
late-movie periods in Baltimore, Cleveland, 
Charlotte, Atlanta, Fort Wayne, Milwaukee 
and Minneapolis. If tests go well, there 
might be additional placements early 
next year. Dane Kane is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 

A large number of top markets have 
received schedules of night minutes for 
LIQUID PRELL shampoo. Placements 
may continue for 26 weeks. Alan Yoblon 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 

Some activity is reported on DUNCAN 
HINES cake mixes in selected markets, with 
new “Deluxe” mixes being introduced 

in the northeast section of the country. 
Schedules of day and night minutes should 
begin about issue date. Joe Burbeck & 
Doug McMullan handle the buying. 


HAROLD F. RITCHIE, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


With its network buys of Cheyenne and 
77 Sunset Strip, about the only current 


activity for BRYLCREME is some buys 
of nighttime minutes in a few markets 
not receiving the ABC-TV programs. 
schedules will be supplementary as long 
as the network contracts are in effect. 
Lou Kennedy and Hal Cummings are 

the timebuyers. 


Spot 


JACOB RUPPERT BREWERY 
(Compton Adv., Inc., N. Y.) 

A brand which has been off the market 
for several years, RUPPERT ALE is 
returning in a new brew and package 

this week. Schedules of filmed 20’s and 
some night minutes will be running in 
eight New England markets, including 
Boston, Springfield, Burlington, Prescott, 
Hartford and Portland. The brewery 
intends to concentrate on the northeast 
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_  PRE-SOLD 
AUDIENCE— 


CITIZEN SOLDIER is comparable 
to Hollywood's top box-office pic- 
tures such as “Battleground,” 
“Guadalcanal Diary,” “Bridge Over 
the River Kwai,” “The Young 
Lions,” elc. 
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area, a stronghold of ale consumption, but 





buying. all-media buyer on Parliament at Ben- 
SOUTHERN PACKING CO. ton & Bowles, New York. He replaces 
(Rockmore Co., N. Y.) DAVE LAMBERT, who is now at 


we1x New York. JOEL DAVIS, for- 


At press time, the agency was trying to 


line up minutes for an initial pre-Thanks- merly on Zest at B&B, will handle 
giving push on this company’s Continental Oil, Mr. Nuccio’s previous 


APPLBERRY sauce in New York, but 
the lack of suitable availabilities made a 
definite starting date vague. Filmed spots 
will be used, and additional markets could ALFRED S. TRUDE. formerly media 
be added if tv moves the product. 5 
Tv-radio vice president Charles Lewin 
is handling the buying. 


account. 


director at MacFarland, Aveyard, has 
joined Clinton E, Frank, Chicago, in 


the same capacity. JACK L. MAT- 


STELLA D’ORO BISCUIT CO.., THEWS, who had been media director 
INC. at Frank, has been promoted to ac- 
(Carlo Vinti, Inc., N. Y.) count executive. 


This maker of Italian and Jewish lines 

of biscuits and other bakery products : ¢ ; / 

started in tv spot last winter with a THEODORE R. STEIN has been 
placement on wor-tv New York. Current named media director at Marketing & 
schedules are on two New York channels, Advertising Associates, Philadelphia, 
plus stations in Boston, Philadelphia, lacing BEN ARIE. who is taki 
Buffalo, Los Angeles, San Francisco and ee > Te me ees 
a few others. Filmed minutes and 20's, over as director of the agency’s bakery 
with ID’s added as products become known, accounts. 

are used in day and night periods. 

Buys are usually for 26 weeks and 

continued thereafter. Both Carlo Vinti ANDREW J. PURCELL, who had 


and son Jee Vinti handle the buying. been associate media director in the 


Samat t= ai 3 New York office of Marschalk & Pratt, 
SUNNYVALE PACKING CO. 
(Honig-Cooper, Harrington & Miner, 7 , 
San Francisco) WARNER-LAMBERT 
Early in November, Denver and other new PHARMACAL Co. 
western markets should receive spot t ee _ WY.) 
schedules for AUNT PENNY’S WHITE (Ted Bates & Co., Inc » N.Y.) 
Sk maaees : "adios After placing its initial VIRISAN 
SAUCE as part of an introductory stemitilen to a a yr 
is cn Mee te tke ' schedules, this drug company had money 
ae ’ left to add a number of smaller markets, 


timebuyer. placing filmed minutes in afternoon 

, - TR and late-night periods for 13 weeks. 
TASTY BAKING CO. , Frequencies vary from five to 10 spots 
( Aitkin-Kynett Co., Philadel phia) weekly. Conant Sawyer is the timebuyer. 


This account has just moved into the 
agency from N. W. Ayer & Son, and 


new spot plans are being formulated, WARNER-LAMBERT 
according to timebuyer Alan Bobbe. PHARMACAL Co. 


In the past, TASTYKAKES has used spot , age , : 
heavily in the Philadelphia area and to a oT Craig & Kummel, Inc., 


lesser extent in a few other markets. 


K.~yE* 


oa 
vey 


ALL DAY---ANY DAY 


That's Why Here’s why survey-proved WIBW-TV is your best buy for 
NOBODY FROM NOWHERE complete coverage of the entire Topeka market. 
WIBW-TV commands the viewing audience. Note current 
Can Saturate ” erate figures: : 
TOPEKA Share of Audience Monday-Sunday 
lik 7:45-12 N. 12 N.-6 p.m. 6 p.m.-12 Mid. 
ike 57.0% 50.3% 51.1% 


WIBW-TV e In the 447 rated quarter-hours ...WIBW-TV ranked FIRST. 
i SATURATES TOPEKA e In the top 15 Once-a-Week shows (with an average pro- 
gram rating of 44.13)... WIBW-TV had an average rating 


of 37.69%. 

e WIBW-TV serves 38 rural 4nd urban counties in the heart 
of Kansas... where total “gross income for 1957 was 
$719,277,000.00. 1958 is a banner year. 

| e WIBW-TV saturates 218,190 TV homes. (NCS-#3) 


60 November 3, 1958, Television Age 





possibly will introduce the product in its P l 
New York markets later. Bob Lamkin : ersonais 
and Dale L. Hansen are handling the JOHN NUCCIO has been appointed has been appointed media director of 





Topeka has1TV Station WIBW-TV is it 





WIBW-TV CBS-ABC Channel 13 Topeka, Kansas 


REPRESENTED BY AVERY-KNODEL, 


















































the Miami office of that agency. 


BOB BRUNO and JOHN CURRAN 
have joined Reach, McClinton, New 
York, as timebuyers on Prudential In- 
surance and International Latex. Mr. 





MR. BRUNO 


Bruno was formerly buyer on Sterling 
Drug at Dancer-Fitzgerald-Sample, and 
Mr. Curran was previously buyer on 
Slenderella at Management Associates 


and with Kenyon & Eckhardt. 


The pre-Christmas schedules for 


SPORTSMAN men’s toiletries will get 
under way late this month in a four-week 
drive covering about 40 markets. Filmed 
minutes and 20’s will be used in fairly 
high frequencies. Dolores Carbone is 
the timebuyer. 


WHITEHALL PHARMACAL CO. 
(Bryan Houston, Inc., N. Y.) 

As the schedules for DRISTAN finish 
their first 13-week runs, renewal activity 

is on in most markets. An additional 
13 weeks of day and night minutes should 
carry through to the first of the year, 

with about seven to 10 spots used weekly. 
Peggy Hughes is the timebuyer. 


Survey Figures 
Prove 
WIBW-TV’s Value 


e Not even the combined efforts of 3 
distant Kansas City TV stations can be- 
gin to dent the Rich Topeka Market, 
according to a current survey. 





Share of Audience 
Monday-Sunday 
7:45 12N 6p.m. 
12N  6p.m. 12 Mid. 
WIBW-TV, TOPEKA 57.0% 50.3% 51.1% 


Sta. A, Kansas City 10.7 10.0 9.7 
Sta. B, Kansas City 6.1 10.4 9.6 
Sta. C, Kansas City 13.4 | 14.7 | 15.3 
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LIBEL LITIGATION. A ruling impor- 
tant to every station during political 
campaigns is expected from the U.S. 
Supreme Court within the next few 
months. It affects the vital question 
of how much protection the stations 
can expect from the courts in cases of 
libel suits resulting from compliance 
with the Communications Act. 

The case in question involves 
woay-TvV Fargo, N.D., which in 1956 
carried a series of statements by A. C. 
Townley during his race for U.S. Sen- 
ate as an independent. The station has 
stated that it was required to open its 
facilities to all bona fide candidates, 
under Section 315 of the Communica- 
tions Act. 

The North Dakota Educational & 
Farmers Union then filed a libel suit 
against the station, seeking $150,000 
damages because of allegations made 
by Mr. Townley on the air. The sta- 
tion’s defense was that it knew the 
Townley remarks contained the seeds 
of a potential libel suit after they 
were made on the air, but that the 
law required the station to carry them 
without benefit of pre-censoring. 

The North Dakota district court 
ruled in favor of the station, on the 
basis of a state law granting stations 
immunity against libel suits resulting 
from remarks by anyone other than 
the owner or an employe of the sta- 
tion. The case moved up the judicial 
ladder to the State Supreme Court, 
which upheld the ruling of the lower 
court. 


INTENT CITED. When the State Su- 
preme Court ruled 4-1 in favor of the 
station last April, Judge P. O. Sathre 
said in his opinion: “We cannot be- 
lieve that it was the intent of Congress 
to compel a station to broadcast libel- 
ous statements and at the same time 
subject it to the risk of defending 
actions for damage.” 

In petitioning the U.S. Supreme 
Court for a review of the case, the 
North Dakota Educational & Farmers 
Union argued that “the door will be 
open to shocking possibilities in fu- 
ture political campaigns” if the court 
that the Act 


rules Communications 








Washington Memo 





permits the broadcasting of libelous 


statements without recourse against 


the stations. 

The Federal Communications Com- 
mission and the Justice Department, 
anxious to obtain clarification of the 
Communications Act on this point, 
joined in requesting the Supreme Court 
review as a guide to future action. 

The farm union also filed a separate 
suit against KFGO Fargo, asking $2.4 
million damages, but the suit was set- 
tled out of court for $10,000 and a 
public retraction by the radio station. 
An additional libel action against Mr. 
Townley by the union is still pending 
in North Dakota. 


NAB TO FORE. Although it is not par- 
ticipating in the Supreme Court re- 
view, the National Association of 
Broadcasters is by no means a dis- 
interested party in the pending case. 
It participated at the state-court level 
in the WDAY-TV case, contending that 
broadcasters should be immune from 
damages for libelous remarks made by 
candidates because they are powerless 
to censor the statements in advance. 

Douglas A. Anello, chief attorney 
for the NAB, said he welcomed the 
Supreme Court decision to review the 
case, saying: “This test should decide 
the responsibilities, duties and liabili- 
ties of broadcasters in political cam- 
paigns once and for all.” 

Mr. Annelo added that Section 315 
of the Communications Act has been 
on the books for 30 years “and the 
station owner still does not know where 
he stands on the question of immunity 
from libel suits. Now, we are begin- 
ning to see some light.” 

He said that the expectation was 
that the Supreme Court would not 
hand down a decision on the matter 
until January. It is the first case ever 
to reach the Supreme Court under 
Section 315. 


WHAT’S AHEAD? 


course of the Supreme Court can be 


Predicting the 


among the most hazardous of occupa- 
tions. But Mr. Anello nevertheless ven- 
tured a guess on some alternatives fac- 
(Continued on page 71) 
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Sports (Continued from page 31) 


Cleveland, Detroit and Chicago, and 
will include the Green Bay and Pacific 
coast networks. This season CBS-TV 
picked up the football rights to the 
Cleveland Browns, who last year 
operated under a system of indepen- 
dent networking. CBS-TV also carries 
four post-season college bowl games. 

ABC-TV’s newest addition to the 
sports line-up, the Roller Derby, was 
offered to approximately 80 stations on 
a co-op and sustaining basis. Beginning 
Oct. 12, the Sunday series is scheduled 
or an indefinite basis. The network’s 
biggest sport attraction is the Wednes- 
day Night Fights, which was sponsored 
by Miles Labs and Mennen. Mennen 
has been replaced by Brown William- 
son. Interrupted only by Christmas 
and New Year’s Eve shows, the fight 
series this year will have had a run 
of 50 consecutive weeks. 

The network also offers “two ° 26- 
week Saturday series gn two less 
publicized sports. Sponsored by the 
American Machine & Foundry Co., a 
filmed half-hour, Bowling Stars, fea- 
tures outstanding bowlers who play 
three-game matches, with the winner 
returning the following week to meet 
a new challenger. It is patterned after 
All-Star Golf, a filmed, hour-long 
show presenting two top golf pros 
who meet in an 18-hole, medal-play 
match. Miller Brewing and Reynolds 
Metals are the co-sponsors. The net- 
work’s other offerings include a co-op 
summer serics on harness racing. 

A national ARB survey, covering 
the period of September 1957 to 
August 1958, ranked baseball, boxing, 
pro football and college football—in 
that order—as the most popular viewer 
sports. In the survey breakdown the 
World Series received a record-break- 
ing 32.0 rating. On a weekly basis, 
the Friday-night Cavalcade of Sports 
led with 19.0, followed by the Wed- 
nesday Night Fights with 17.0, pro 
football 16.0 and college football 
15.0. The weekly baseball epics ranked 
last with Game Of the Week scoring 
10.6 and Major-League Baseball 8.0. 

Accounting for the heaviest sponsor 
outlays, baseball, boxing and pro foot- 
ball are the sport world’s chief bene- 
ficiaries as far as tv revenues are 
concerned. Baseball and boxing de- 
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Russ Stone has been named sales man- 
ager of WTOL-TV Toledo by Thomas S. 
Bretherton, executive vice president and 
general manager of the station. Mr. 
Stone has been sales manager of the 
radio station and before that an ac- 
count executive with KGO-TV San Fran- 
cisco and wspp Toledo. 

rive approximately one-half of their 
total incomes from tv rights. Last 
year the great American pastime’s en- 
richment from the two network weekly 
series, the World Series and the All- 
Star Games totaled more than $10 
million. Boxing’s tv take amounts to 
more than $4.0 million. With tele- 
vision accounting for one-fifth of its 
total income, pro football’s gross last 
year was more than $1.8 million. 


Record Turnouts 


In the realm of paid gate receipts. 
pro football, hockey and pro basket- 
ball enjoyed record turnouts during 
the 1957-58 season. Assessing pro 
football’s attendance prospects during 
the 1958-59 season, National Football 
League Commissioner Bert Bell voiced 
optimism. Barring a worsening reces- 
sion or lack of a close race, Com- 
missioner Bell foresees another 
record-breaking attendance year for 
pro football. The czar of professional 
football cited an advance sale of 
$250,000 as a happy harbinger of 
increased gate receipts and indicated 
the switch of the Philadelphia Eagles 
and Pittsburgh Steelers to more com- 
modious stadiums should be another 
factor in bringing out the crowds. 

Commenting on pro basketball’s tv 
strategy during the 1958-59 season, 
Maurice Podoloff, president of the 
National Basketball Association, in- 
dicated 1957 gate receipts had in- 
creased five per cent over 1956 and 
added: “This year our schedule rep- 


resents a half-year of basketball on 
television. We will televise 20 regular 
games, one exhibition game and four 
play-off plus the All-Star 
Game in Detroit on Jan. 23. During 
the Sunday-afternoon telecasts, five 
of our cities will be blacked out. On 
the other hand, three of our cities 
will lift blackouts for two games, and 


games, 


we will have an opportunity for some 
type of comparison between receipts 
on Sunday afternoons, with and with- 
out blackouts.” Mr. Podoloff also 
credited television with a considerable 
role in popularizing the sport. 
Statistics indicate this year’s baseball 
attendance shows an over-all increase 
over 1957. From early April to mid- 
August, both the American and the 
National League parks showed a 
cumulative attendance of 14,317,325, 
compared to last year’s mid-August 
total of 13,835,316. However, four Na- 
tional League clubs and seven Ameri- 
can League teams showed 
attendance 


varying 
declines this year. The 
Milwaukee Braves, St. Louis Cardi- 
nals, Philadelphia Phillies and Cincin- 
nati Redlegs were the attendance losers 
in the National League, while the 
Washington Senators were the sole 
American League team to increase its 
attendance. 

Despite the tendency of some club 
owners to make television the scape- 
goat for baseball’s declining attend- 
ance, many informed sports sources 
contend that several factors influence 
fan apathy toward the sport. One 
school of thought attributes the half- 
empty condition of some ball parks 
to baseball’s inability to realize that 
it is primarily a form of entertainment. 
It is asserted in many circles that 
gentlemanly player and manager de- 
portment may give the sport a good 
reputation, but it doesn’t bring nos- 


talgic memories of more rowdy and 
colorful days into the bleachers. 


Another theory is advanced that 
during the summer months many 
Americans prefer their tv sets or par- 
ticipation in such sports as swimming 
and golf to hot stadiums where un- 
comfortable seats, rude employes and 
noisy pandemonium are the order of 
the day. Some thoughtful sportswriters 
argue that switching franchises to 
other cities may not be the answer to 

(Continued on page 64) 







































































MERGER FAD SLOWS. The merger 
craze that swept American industry 
seems to be slowing down, but during 
its peak the idea of combining assets of 
various sick and healthy corporations 
was a boon to the brokerage community. 
Stockholders found it difficult to assess 
the values of the securities of one cor- 
poration when it merged with another. 

Many of these mergers were in pur- 
suit of that cure-all, diversification. 
Actually, almost every major corpora- 
tion that diversified for the sake of di- 
versification has run into trouble some- 
where along the line. One outstanding 
example is Olin-Mathiesson. Another is 
Textron. 

In the television field there has not 
been any outstanding example of diver- 
sification by a major company. How- 
ever, one small tv company has snow- 
balled itself into a giant-size corporation 
in less than five years, but, in doing so, 
has almost lost its identity as a tv invest- 
ment. 

Olympic Radio & Television, Inc., 
once listed on the American Exchange, 
has merged several times and now is 
nestled snugly in the bosom of the Sieg- 
ler Corp., listed on the New York Stock 
Exchange and doing a volume in excess 
of $72 million annually. In the course 
of its growth Olympic changed its name 
several times 





it was known briefly as 
the Unitronics Corp.—but it now seems 
to have found a permanent niche. 


THE SIEGLER STORY. Siegler Corp 
itself has a history dating back to 1921, 
when it started in the heating business. 
Until 1955 it was primarily a maker of 
equipment for space heating. Then it 
launched on a diversification campaign. 

In June of 1955 Siegler merged with 
the Hallamore Manufacturing Co., 
makers of communications systems and 
electrical and electronic control and 
testing equipment. Later that year it 
also purchased for $3 million the Holly 
Manufacturing Co., makers of floor and 
wall heaters, floor furnaces and central- 
heating equipment. In 1956 it pur- 
chased two more companies in the heat- 
ing field, General Water Heater Corp. 
and Consolidated Machinery & Supply 
Co. To this group it added the Kinnaire 


Wall Street Report 


Corp., makers of central air-condition- 
ing units. 

Thus Siegler emerged with-an entire 
line of heating and cooling equipment 
for residential use, sold primarily in the 
southwest through furnace dealers and 
plumbers. It also has a line of oil and 
gas space heaters sold through 5,000 
retailers in 4] states in the U.S. and in 
Canada. 

At the same time, Siegler was ex- 
panding its activities in the field of tool 
and machine production. It acquired 
the Hufford Corp., which produces ma- 
chinery for stretching and curving 
sheet metals. The aircraft companies are 
the prime customers for this division. 
Another division, Fonda Corp., makes 
special machinery for ground handling 
of aircraft and guided missiles. Another 
unit in this group, Consolidated Machin- 
ery, produces home and professional 
wood-working equipment and metal- 
working machinery, sold under the 
brand name Comet. 


ENTER UNITRONICS. [nitronics, nee 
Olympic, joined this organization in 
September 1957, when one share of 
Siegler was issued for every two shares 
of Unitronics on a two-for-one basis. 
The Unitronics operation was put into 
a separate electronics division giving 
the company two entries in this field. 
Hallamore mainly produces and installs 
electronic control and testing equipment 
in the electronic field. 

Much of the work of Hallamore is 
connected with the current missile-test- 
ing of the military and therefore is 
highly classified. But it is obvious that, 
with the tremendous increase in missile 
work that it is expected over the next 
five years, Siegler is in an excellent posi- 
tion to expand its work in this field. It 
has one of the few private-circuit tele- 
vision systems tied in to the nation’s 
missile-development program. 

Unitronics, of course, turns out a line 
of radio-phonograph-television receivers 
and a high-fidelity line of radio-phono- 
graph combinations under the Olympic 
name. It also makes public-address 
equipment, audio amplifiers and special- 
ized military electronic equipment. The 

(Continued on page 71) 





Sports (Continued from page 62) 


increased attendance, either. Once the 
novelty of a new team wears off, a 
fan in Los Angeles shares the same 
prejudices against a losing team as a 
fan in any other city. This theory is 
borne out by the experience of the 
Dodgers. Although the Los Angeles 
team broke its 1947 attendance record 
this year, the huge Colosseum was one- 
third filled during the closing weeks. 

The possibility of sports in general, 
and boxing in particular, considering 
closed-circuit telecasts as an answer 
to attendance is sharply questioned by 
one prominent boxing spokesman. 
Lester Malitz, independent producer 
associated with the IBC and ABC-TV’s 
Wednesday Night Fights, asserts that 
closed-circuit groups cannot compete 
with free television’s sustained ability 
to offer fighters and managers large 
sums. “There is no question of a battle 
looming between those who represent 
closed-tv telecasts.” Mr. 
Malitz states. “Closed circuit has by 


home or 


no means reached the point where it 
cen outbid home tv.” 
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R. S. (Bud) Nielsen (l.) has been 
appointed general sales manager and 
John Henry (r.) national sales mana- 
ger of the West Texas Television Net- 
work, it has been announced by W. D. 
“Dub” Rogers, president of the 
K-DUB stations. Mr. Nielson has long 
Albu- 
general 
manager of WBEQ-TV La Salle. 


been associated with KOB-TV 


querque. Mr. Henry was 


The entire issue of television’s effect 
on gate receipts was dramatically il- 
lustrated this summer during Congres- 
sional hearings on a now-defunct 
sports bill which, if passed. would 
have granted the four major sports 
the unrestricted right to impose wide- 
spread broadcasting restrictions. One 
of the arguments advanced by baseball 
spokesmen for passage of the bill was 
television’s purported threat to the 
minor leagues and baseball itself. 

NAB president Harold E. Fellows 
reviewed the public’s critical reaction 
to previous broadcasting restrictions 
and cited TELEVISION AGE figures re- 
cording the 1957 and 1958 advertiser 
invesiment in baseball. Testifying be- 
fore the Senate Judiciary Committee, 
Mr. Fellows commented: “I do not 
believe that this Congress should as- 
sume the public interest will be pro- 
tected because 


professional sports 


people are supposedly reasonable 
men. We believe that, just as in all 
other entertainment industries, the 
anti-trust laws should apply so that 
agreements affecting a product for 
the program fare of radio and televi- 
sion may be subject to the scrutiny of 
reasonableness.” 

Robert A. 
the anti-trust division of the Justice 
Department 


Bicks, first assistant in 


stated that any pro- 


posed anti-broadcasting __ legislation 
would “grant to organized sports the 
unchecked power to deprive the Ameri- 


can public of the right to see sports 


contests over television.” 
John C. 


Federal Communications Commission, 


Doerfer, chairman of the 


asserted the public interest was best 
served by the “widest possible choice 
of programs.” 

Having now temporarily exhausted 
the possibilities of legislative skirmish- 
ing, 10-team league expansions and 
transfers of city franchises, there are 
some indications that baseball’s major 
leagues may effect a compromise by 
dividing tv revenues with the minor 


leagues. 





Report (Continued from page 35) 


panies lost money. Then the tide be- 
gan to turn. Money has been rolling 
in ever since, to a degree that has 
surpassed the hopes of even the most 
optimistic investors. (Parenthetically, 
it should be noted that in Britain tv 
commercials are inserted, magazine 
fashion, between programs and _ sec- 
tions of programs; sponsorship of 
programs, as it is known in the United 
States, is forbidden.) 

“In 1956 total advertising income 
of all the program companies was 15 
million pounds. Last year it jumped 
to 38 million, a rise of 153 per cent. 
It may be 50 million pounds this year, 
and 70 million by 1960. All this has 
had a severe impact on newspaper and 
magazine advertising (despite the 
British public’s strong allegiance to 
its daily newspapers), to the point 
that The Financial Times, commenting 
on the past and predicted rise in tele- 
vision billings, observed on Aug. 13 
last: ©. . . television may be on its 
way to becoming the dominant ad- 
vertising medium.’ 

“This fall advertising rates are up 
10 per cent, for the second consecutive 
year. Observers note that television 
advertising is a boon to national 
brands, but may be becoming too ex- 
pensive for smaller firms.” 

@ Ed Newman, reporting from 
Paris: 

“Television’s popularity is growing 
fairly fast in France, but there are 
estimated to be fewer than a million 
sets in the country. The number ob- 
viously would rise much more quickly 
if there’ were more than one channel. 
There is not even any prospect of 

(Continued on page 66) 











STATION: 
IS 
MORE 
THAN 





NETWORK 
AFFILIATE 


Network service certainly contributes greatly to the strength of a television station—particularly if that network is CBS-TV. 


: But how does a station fare compared with others having the same network afhliation and located in markets with the same 


number of competitors? The answer is the true measure of /ocal acceptance and management excellence. 


One trade magazine recently made just such a comparison, averaging a// ARB Reports from September, 1957, through May, 


1958, and found that... 
WISH-TV Indianapolishad the largest share of audience of all CBS-TV affiliates operating in four-or-more-station markets! 


Certainly this is clear proof that in markets where television competition is keenest, WISH-TV is the strongest station of the strongest 


network—CBS-TV. 


ISH-T \ © Indianapolis, Indiana + A Corinthian Station + Represented by Bolling 
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more than one channel. 

“Ty does not yet compare in the 
interest it commands with newspapers, 
magazines or the cinema. ‘It does not 
get the national attention it enjoys in 
the United States and in Great Britain. 
One evident reason is the paucity of 
service. Programs on weekdays begin 
at eight at night and end at 10:30, 
plus one hour at one in the afternoon. 
On week-ends they begin in the after- 
noon and run to 10:30 p.m. 

“Another reason for the lack of 
great interest in television is that, like 
everything else in France, tv sets are 
extremely expensive. Still another 
point: the housing shortage in this 
country is so acute that many people 
live with their in-laws. This creates 
an incentive to leave the house at 
night, or on week-end afternoons, for 
cafes, rather than to stay at home and 
watch television. 

“Although its programming sched- 
ule and its audience are on a con- 
siderably smaller scale than elsewhere, 
French television still is in a position 
to influence political issues. In elec- 
tions, the contending parties are 
granted time. There are also news and 
discussion 
thing. 


programs as a_ regular 

“Since the television service is part 
of Radiodiffusion Frangaise, which is 
under the Ministry of Information and 
in turn under the Prime Minister, it 
is plain that the Government is in a 
position to influence thought. What 
comes out tends to be official and 
timid, although there have been some 
rumbustious discussion programs. 

“Being under Government control, 
French video does not carry advertis- 
ing, of course. No real effort is now 
being made to make sponsorship pos- 
sible. The idea of sponsorship has 
been debated in the National Assembly 
several times, but has always been 
rejected, and it is not now a live 
issue. French politicians still ascribe 
more influence to the newspapers than 
to radio or television, and no doubt 
many of them feel indebted to various 
newspapers, also.” 


@ Joe Michaels, reporting from 
Rome: 

“Italian television began on Jan. 
1, 1954. By the end of 1956 there were 
360.000 tv sets: by 1957, when tv 





Reid G. Chapman (1.) has been named 
vice president and general manager 
WANE-TV-AM Fort Wayne to replace 
R. Morris Pierce (r.), 
signed to supervise the installation of 
the largest radio station in the world 
for the U.S. Navy at Cutler, Me. The 
new two-million-wait radio station will 
cost over $40 million. Mr. Pierce will 
be project manager. He has been in 


who has re- 


broadcasting since 1925 and put 
WANE-TV on the air in 1953. Mr. 
Chapman was formerly general 
manager of WANE radio. C. Wrede 
Petersmeyer, president of Corinthian 
Broadcasting System, of which WANE- 
TV-AM is an affiliate, announced the 
appointment of Mr. Chapman and ex- 
pressed regret that Mr. Pierce was 
leaving the company but congratulated 
him on his selection for the important 
Navy project. 


expanded to include the area south 
of Naples, Sicily and Sardinia, the 
number leaped to 673,000, and pres- 
ently there are 900,000 sets in use, of 
which about 10 per cent are in public 
places like bars, etc. This means a 
potential audience of about 10 million 
people, roughly 20 per cent of the 
country’s population. 

“Television in Italy has definitely 
hit the nation’s movies a hard blow. 
Last year Italian film theatres lost 
20 million customers; although the 
cinema industry has not faced the 
darkened houses that we have witnesed 
in America, exhibitors have had to 
start improving on their treatment of 
the patrons—pretty rough in the past 
—in an effort to wean them back. 

“In other areas of comparison in 


interest between television and _ its 
competing media, it is harder to 


estimate. Magazine circulation here, 
particularly picture publications based 
on the Life and Look pattern, is great. 





and there are more of such publica- 
tions than you would believe a country 
of this size could sustain. 

“Newspaper circulation and interest 
have never been great. A circulation of 
200,000 here is considered quite won- 
derful, and even the most optimistic 
recent estimate indicates that only 60 
per cent of the Italian population read 
any journal at all. 

“Is tv in a position to influence 
political issues? Without meaning to 
be sarcastic, the proper answer is that 
it could influence such issues, but 
probably does not. Which requires 
some explaining. 

“Italian tv, called RAI (pronounced 
‘rye’) in the popular parlance, is 
theoretically a private corporation, but 
since about 99 per cent of the stock 
is owned by the Government, it is 
actually about as privately owned as 
the British BBC. (RAI, incidentally, 
stood for Radio Audizioni Italiano in 
pre-tv days. When tv was added to 
the three-network radio set-up, the 
Radio Tele- 


visione Italiano, but the initials RAI 


name was changed to 


were so much a part of the public 
mind that they have survived, even 
on the air. It’s much like trying to 
get a New Yorker to call Sixth Avenue 
the Avenues of the Americas.) 

“Because of RAI’s stock set-up, and 
perhaps because of Italy’s own politi- 
cal history, the network steers as clear 
of controversy as a Mormon elder of 
hard cider. In campaign periods, for 
example, time is neither allotted, 
a la BBC, or sold, as it is in the U.S. 
There just is no tv campaigning. 

“Once a week, during a newscast, 
one of the major figures of one of 
Italy’s multiple parties will be shown 
on film, but even this is without sound. 
One nears only the voice of the com- 
mentator trying to give the gist of 
the speaker's remarks with as little 
juice to it as possible. 

“This is the attitude toward any- 
thing resembling controversy. Ex- 
ample: a big front-page story involving 
interest rates for borrowed money and 
allegedly reaching into the upper 
strata of Italian society has been in 
the headlines of the national press 
almost daily for the past several 
months. As far as tv news is concerned, 
the case still does not even exist; not 
a word of it has been aired at the 














time I am writing this. 

“RAI’s approach to the subject of 
advertising is, to an American ob- 
server, quite complicated. The major 
portion of the network’s revenue de- 
rives from licensing; if you have a 
tv set, you must pay for it by license, 
as in Britain. The cost is 16,000 lire 
(a little less than $26) for a house- 
hold, regardless of the number of sets, 
tv and/or radio, it contains. These 
license fees bring in about 10 billion 
lire yearly. 

“There is, in addition, some com- 
mercial activity. Prime time begins at 
about nine in the evening. From 8:50 
io 9 there are 10 solid minutes of 


commercials—but with a difference. 
The advertiser must present a film of 
approximately two minutes and 15 
seconds. Of this, 45 seconds can be 
hard-selling material, the rest must 
be editorial. The subject matter may 
vary from a popular song to hints on 


how to take care of your car. 


No Tv Advertising 


“There is no other advertising on 
tv at present, although commercials 
on radio are widespread, coming not 
only between but during programs. 
The commercial revenue from this is 
appreciable; about two billion lire 
of RAI’s total 
the total 


“Programs on Italy’s one tv_net- 


income—one-sixth of 
comes from this source. 


work are presented from Milan, Turin 
and, of course. Rome, over some 200 
feeder stations, of which 25 are major 
programming outlets. Programming 
starts with a children’s show at five in 
the afternoon and continues until 
roughly 11:30 p.m., making a broad- 
casting total of about 45 hours a week. 
The figures are approximate because. 
not selling programs as such, the tv 
people here don’t worry too much 
about running over five or 10 minutes. 

“The country’s most popular pro- 
gram at the moment is a musical quiz 
show: The $64,000 Question, which 
has been on for several years, will 
probably be replaced this fall. Variety 
is popular, too; in fact, the second 
most popular show is the Perry Como 
hour—in English, yet. 

“The mainstay of programming ac- 
tivity is drama. They have no half- 
hour programs of this kind and don’t 


believe they can be done well. They do 





have a couple of about an hour's 
length each week, of which one may 
be an original, the other a segment— 
one of five or six—in the dramatiza- 
tion of a great novel. About once a 
week there is a three-act play, running 
about two hours and usually a tv 
version of a classic. 

“News is important, although 
watered down, as mentioned pre- 
viously, by what can be described only 
as bureaucratic caution. There are 
three newscasts a day, one at 6:30 p.m. 
‘about 15 minutes), the big one at 
8:30 (about the same) and one at 
11; this one, according to what feature 
material is on hand. may run as long 
as one hour. 

“There is no talk of increasing the 
length of the programming day on 
television. but there is a strong proba- 
bility of a second network going on 
the air. This would allow for greater 


commercial activity, perhaps even 
sponsored programs. although the 


actual programming would still re- 
main in the hands of the RAI people 
and would not be handed over to any 
outside agency. 

“The main trouble with Italian tv 
is that it’s dull, and the principal 
reason it’s dull is because of the 
caution which applies to all areas. 
Anybody with real influence, from 
the Vatican to the political field, can 
like. This. 


however, is probably an eggheadish 


kill anything he doesn't 
complaint. From the set sales, the 
popularity of tv in Italy is apparent. 
whether the critics like the program 
content or not.” 

e@ John Rich, reporting from 
West Berlin: 

“West German 


years old, and it is booming. Tv-set 


television is seven 


production for the first six months 
of this year was up 67 per cent over 
the same period a year ago. At the 
same time, the sale of radio sets in 
West Germany leveled off and showed 
no increase. 

“There are presently 1.7 million 
television sets in operation here. In 
1956, 595,000 sets were sold: in 1957. 
808,000; but in the first half of 1958, 
569,000 have been sold already. Sales 
this year will top the million mark 
for the first time. 


“On major events. the popularity 


of German television is great. Sales 





jumped tremendously at the time the 
international 
were held in Stockholm and carried 


soccer championships 
on German tv. Fans lined up in front 
of stores where proprietors had set 
up tv receivers. 

“At such times the pull of television 
is felt by the motion-picture houses. 
Theatres are starting to feel the com- 
petition from day to day, but thus far 
television here is not sufficiently de- 
veloped to have forced any cinemas 
to close their doors. As for newspapers 
and magazines, there has been no, re- 
cordable effect on them as yet from 
the competition of television. 

“Video in West Germany is not yet 
really in a position to influence politi- 
cal issues, although it played a part in 
the last election and stayed on the air 
most of the night -reperting . returns. 
There is also no advertising on West 
German television. The question of 
permitting such advertising, however, 
is a hot issue. 

“In West 
handled by the rather loose arrange- 


Germany television is 


ment of stations which make up the 


STRAIGHT SHOOTIN’ 


ALL 28 OF TOP 28 SHOWS 

35 OF TOP 38 SHOWS 

42 OF TOP 50 SHOWS 

84% OF TOP 50 SHOWS 

ON WREX-TY 
*Based on 20 county survey conducted 
July 19 thru July 25, 1958 by Amer. 
Research Bureau. 


CBS-ABC NETWORK 
AFFILIATION 


represented by 
H-R TELEVISION, INC. 
J. M. BAISCH, GEN, MGR. 
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radio network. These are public cor- 
porations run by each state. They 
collect five Deutsche marks ($1.25) 
per month for each tv set, and two 
marks (50 cents) for each radio set. 

“The money, which is divided ac- 
cording to listener density, is collected 
by the post office (the Deutsche Post), 
with that Government agency getting 
one-quarter of the money to pay for 
handling lines and towers. At the 
beginning, the Deutsche Post even 
handled the tv cameras in the studios. 

“A conference of heads of the sta- 
tions decides what offerings to the 
network will be made by each station. 
An interesting feature of West German 
viewing is the length of time it takes 
to switch from to station, 
Sometimes a viewer has to wait five or 
10 minutes while technicians make the 
switch. This seems to bother nobody 
here. 


station 


“There’s talk and some agitation 
for a second television network, but 
nothing definite has been done about 
it as yet. Industrial firms are also 
pushing for commercial tv, but so far 
without success. 

“Perhaps a word about East German 
television would be appropriate. East 
German tv is five years old, but it 
already broadcasts more hours per 
day than the west. The latter has three 
regularly scheduled hours per day— 
one in the afternoon, two at night— 
but generally gets in about 28 hours 
a week by virture of a heavier schedule 
on the week-ends. 

“The East Germans, incidentally, 
are installing new tv equipment, in- 
cluding some transmitters close to the 
Iron Curtain border, where they can 
be picked up by viewers in the west.” 

e Irving R. Levine, reporting 
from Moscow: 

“How fast is the popularity of 
television growing in this area? Very 
fast. In terms of American standards 
(almost 50 million sets), the Soviet 
Union with just about two million 
receivers may seem far behind. But 
this places Russia just behind Great 
Britain as far as European nations are 
concerned. And for a country which 
has devoted its resources to steel mills 
and Sputniks rather than to consumer 
goods, two million television sets con- 
stitute quite a chunk of material in- 
vestment. 
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“At the outset of 1957, there were 
20 tv stations on the air. There are 
now 40. By 1960 there are expected to 
be almost 100. The Government is in- 
vesting heavily in video because it 
recognizes it as a formidable means of 


mass communication and indoctrina- 
tion. 
“The Russians seem to like tele- 


vision; it is undeniably very popular 
with them. Clubs have tv sets for mass 
audiences. Sports events and friend- 
ship rallies for various visiting foreign 
heads of state are almost always tele- 
vised. 

“In terms of numbers of Russians 
reached, newspapers, magazines and 
movie houses are, however, far ahead 
of television. Motion pictures are es- 
pecially popular in Russia—but as the 
output of tv sets increases, and the 
areas of the country reached by tv 
transmitters are broadened, tv’s popu- 
larity and the interest in programs are 
constantly increasing. 

“Tt still will be some years, how- 
ever, before a program on television 
can make the same impact that an 
article in Pravda This 
pecially true because Pravda is a 


does. is es- 
national newspaper, whereas there is 
as yet no television network, only 
separate stations. 


Politically Influential 


“Ty is in a position to influence 


but not in the western 





political issues 
sense. Tv is, of course, owned by the 
state, as are all newspapers and other 
media of communications. Thus, tele- 
vision is used to acquaint the public 
with Soviet policy on, say, the admis- 
sion of Communist China to the United 
Nations. In that sense tv is employed 
to influence people on political issues. 

“But 


television here, any more than there 


there is no controversy on 
is in newspapers or on radio. All are 
run by the Government, and all speak 
with a single voice on political issues: 
there is no minority or opposition 
opinion tolerated or expressed. 
“There 


Soviet television as Americans know 


are no commercials on 
them. Occasionally a film or cartoon 
will be run to show a newly available 
product like the “Tula’ sewing ma- 
chine. Or there may be a cartoon 
feature, to name another instance, to 
try to induce viewers to purchase 
Government lottery tickets. 


“However, these are films by a 
Government ministry on Government 
tv. Presumably sales are stimulated, 
but there is no way of gauging the 
profit to the advertising Government 
ministry, and there is no profit for 
the Government station, since no 
charges are billed to the ‘advertiser.’ 

“There is no effort being made to 
make sponsorship possible on_tele- 
vision in the Soviet Union. Tv is run 
by means of funds provided by the 
Government in its annual budget. Part 
of this is regained through a license 
fee that the tv-set owner must pay for 
the use of his set. 

“The Soviet concept, however, is not 
of television as a paying proposition. 
It is seen as a potent new means for 
reaching a great many people, for 
entertainment, but 


largely for in- 


doctrination.” 

@ Cecil Brown, reporting from 
Tokyo: 

“Television is enjoying a boom in 
Japan in every respect—number of sta- 
tions, number of sets in use, size of au- 
dience. In a nation of 90 million peo- 
ple, there will be two million tv sets by 
the end of 1958, which is almost double 
the number at the beginning of the 
Vear. 

“At the moment, there are 19 NHK 
(Japan Broadcasting Corp.) stations, 
semi-government operated, with four 
satellite booster stations. And there are 
11 commercial stations, privately 
owned but government licensed. 

“In 1959 there will be 108 stations 
in Japan. Seven new ones will be run 
by NHK, and there will be 36 addi- 
When 


these are on the air, 80 per cent of Ja- 


tional commercial _ stations. 
pan will be covered by tv stations, and 
the remainder by relay stations. 
“Center of broadcasting is Tokyo 
and Osaka, with 
NHK is under control of the Japanese 
Diet, or Com- 
munications Law is an old one, now be- 


each four stations. 


Parliament, and the 
ing subjected to revision. 

“In Japan, as elsewhere in the world, 
people hunger for a tv receiver. Sets 
can be bought on the installment plan 
(and many are) and are priced from 
50,000 yen to 76,000 yen for a 14-inch 
screen—the U. S. equivalent of about 
$150 to $200, a heavy bite on the Jap- 
worker, 


anese around three months’ 


salary. 














Each person pays 300 yen a month 
(360 yen to the dollar) for a license 
The collectors deter- 
mine who pays a tax by noting the an- 
If a person doesn’t put up an 
antenna, he probably can avoid detec- 
tion and thus avoid paying the tax. 


for his tv set. 


ltennas. 


“Much of the popularity of tv in 
Japan depends on the programs. Its 
newness is fascinating — but as that 
wears off, it’s obvious that Japanese 
audiences, like those elsewhere, become 
more critical and demanding. 

“Quiz 
etc., are usually direct copies of U. S. 
programs. In addition, many Amer- 
ican programs are bought, with the re- 
sult, of course, that Hopalong Cassidy 
and the Lone Ranger speak perfect 


shows, situation comedies. 


Japanese. 

“Sports are well covered by Japanese 
tv, as well as disasters and many news 
events; camera work is usually good. 
Western-style dramatic shows for the 
most part are poor and amateurish, but 
classical Japanese dramas are well 
done. Japanese technicians are still 
feeling their way. 

“Japan is trying to develop its own 
tv talent, of course. One method—and 
this is also for financial reasons—is to 
restrict the import of U.S. films and 
programs. The tv industry as a whole 
is allowed 102 half-hour films weekly. 
plus 78 one-hour films annually. A 
maximum price permissible for a half- 
hour program is $300, and for a one- 
hour film $600. 

“Most popular of all imported films 
are westerns, domestic comedies and 
detective stories. They have wide mass 
appeal, and they’re popular with spon- 
sors because they are cheaper than 
making them here. 

“Japanese are avid readers, and I 
have no figures to show whether tv has 
affected their reading. One can pre- 
sume that it does at first, and then the 
reading habit re-asserts itself. 

“Most Japanese newspapers have 
enormous circulations, use tremendous 
ingenuity in selling their papers, and 
spend fortunes on promotion. News- 
papers (some of which are tied into the 
broadcasting industry as well) will hold 
their circulation despite television, by 
dint of promotion and stunts. 

“Tv is hitting the cinema industry. 


A number of movie theatres have 


closed their doors, and more may fol- 








low. But Japanese youngsters like to 
get out, and the cinema does that for 
them. Besides movies are cheap and 
usually combine a double bill and a 
chance to date in the western way. 

“Japanese tv is in a position to in- 
fluence political issues. There are dis- 
cussion programs on tv, and ‘without 
doubt, the politicians will soon find 
ways and means to capitalize their per- 
sonalities on television. 

“Advertising most certainly is car- 
ried on Japanese video. In fact, about 
98 per cent of the programs are spon- 
sored. From all accounts, it is profit- 
able for the sponsors. They stick with 
the programs and advertise much the 
same products as in the U. S.—haseball 
games usually carry a beer or cigaret 
sponsor. 
making 
money, but their problems will increase 
because of the multiplicity of stations 


“Japanese stations are 


about to mushroom. But tv as an ad- 
vertising medium is proving effective 
and persuasive, and the tv stations will 
raise their rates as their audiences in- 
crease.” 





Uphea val (Continued from page 37) 


armchair that actually slopes back- 
wards after your steak and chips and 
Guinness or whatever . . . After exten- 
sive experiment we have found that 
something like the right viewing angle 
can be achieved by placing the tele- 
vision set on the mantelpiece and 
watching from a rather high kitchen 
chair mounted on the first eight vol- 
umes of the Encyclopaedia Britannica 
or Grove’s Dictionary of Music and 
Musicians. 

“Alternatively, you can screw the 
set to the ceiling, screen downwards, 
and lie on your back on the hearthrug. 
Or slim viewers might manage by 
placing the set, screen uppermost. on 
the floor, and lying above it face 
downwards on the table. The only 
disadvantage of the latter position is 
that while the diaphragm is unusually 
well supported, it may cause a rush 
of blood to the eyeballs, which is not 
only dangerous but positively un- 
sightly.” 

But the most far-reaching effect of 
television since 1955 has not been on 
cinemas, diaphragms or eyeballs. The 
greatest changes have been economic, 








and one of the most important pieces 
of evidence is the current revolution 
Within 


weeks the great Midland Bank chain 


in British banking. recent 
has announced that for the first time 
in history it will make personal loans 
Such 


loans have long been a familiar and 


available to ordinary people. 
profitable item in American banking, 
but it took a revolution to bring them 
to conservative England. 

The middle classes in Britain have 
never considered it entirely respect- 
able to buy things on “hire-purchase,” 
as they call installment buying over 
there. Cars have been purchased that 
way. but not the appliances that are 
such an important part of the Ameri- 
can household washing machines, 
television sets and refrigerators. It 
just wasn’t done—not until very re- 
cently. 

Now the great Midland Bank has 
led the way, and the others are follow- 
ing with those big, black, bullion 
boxes. British banks are entering the 
hire-purchase field directly and also 
indirectly, by lending money to fin- 
cree companies. Competitive under- 


cutting of finance-company rates is in 
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the offing, for these big banks are 
really loaded. 

Where will it all end? Hire-pur- 
chase will certainly be cheaper and 
easier to get. But will this tardy bank 
marriage make an honest woman of 
her? “The Midland Bank, which last 
week started a hire-purchase rate- 
cutting war by its announcement of 
personal loans, is trying to bring bank- 
ing to the masses,” reports the financial 
editor of the Manchester Guardian 
Weekly solemnly. And it’s going all 
the way—by advertising on commer- 
cial television! 

Thus events in England have taken 
a long time to follow the lead of 
American banks. Of course, the 
British Government, like the Ameri- 
can, keeps a tight grip on the amount 
of hire-purchase debt permitted at any 
time. A few facts may be of value. 
In late 1955, when commercial tele- 
vision with its devilishly persuasive 
messages first went on the air in 
Britain, the amount of hire-purchase 
debt stood at 450 million pounds. The 
Government put restrictions into effect, 
and the debt dropped to 362 million a 
year later. 


Tv Sold Them 


But no restrictions were placed on 
the television messages, and Nature 
had its way. Prospective buyers 
champed at the dials, and as soon as 
the Government relaxed its restric- 
tions, they bought. Hire-purchase debt 
rose to 413 million by the end of 1957. 
Six months later, by June 1958, the 
figure reached a record total of 513 
million pounds. Now the big banks are 
actively going after some of this good 
business, and the end is not in sight. 

It would certainly be too much to 
say that television did it all with its 
little screen, but the juxtaposition of 
facts is undoubtedly significant. Bring- 
ing banking to the masses means 
bringing an effective demand for new 
goods to fruition. The highly con- 
servative banking circles of England 
did not respond until the demand was 
inescapable. Something must have 
built up the demand that finally forced 
the banks into action. 

Of course, every action has its re- 
action, and a good deal of opposition 
has developed. In a recent report, 
the Cohen Council on Prices, Produc- 
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tivity and Incomes has fallen out with 
its colleagues in the trade unions over 
the desirability of all this. Most labor 
leaders are generally in favor of rising 
living standards, full employment and 
continual economic expansion. 

But in the minds of some others, all 
these things are associated with cer- 
tain American phenomena they con- 
sider undesirable. Conservative 
thinkers, even some members of the 
British Trades Congress, think they 
don’t want to see England develop into 
“an industrial society which in return 
for willingness to accept social up- 
heavals offers automobiles, refrigera- 
tors and other material advantages.” 

Americans don’t know exactly what 
“social upheavals” are meant. Point 
out the ones you don’t like, and we'll 
But it seems 
clear from this side of the water that 
people taught in 1958 to say “a,” by 


have a look at them! 


television or any other means, will 
soon be saying “b” and all the rest of 
the alphabet too, if they like it. Now 
if you don’t want the masses to have 
automobiles, refrigerators and _ the 
other material advantages of our time. 
followed by upheavals in banking 
practice such as personal loans and 
hire-purchase, you'd better turn off 
that television screen promptly. 

That is, if you can. For that screen 
is not a Pandora’s Box full of eco- 
nomic evils, but a wonderful exhibi- 
tion of higher living standards for 
which people are willing to pay with 
their labor if allowed. 





Captain (Continued from page 41) 


ter, General Mills. Gerber Products. 
Arnold Schwinn, American Character 
Doll, Cracker Jack, and Brown Shoe. 
Renewed sponsor interest in the 
show can only be described as in- 
explicable, since the size of its audi- 
ence has remained fairly constant, and 
it has not undergone any radical 
“We're 


trends,” Mr. Keeshan comments, “and 


changes. in a_ business of 
the trend may be moving back to 
children’s programs.” 

Captain Kangaroo is sold either in 
segments or in participations. Mr. 
Keeshan, understandably happy with 
his sponsors, says that everybody has 
properly used the character he has 
created (who is not a pressure sales- 


man). “As long as an advertiser is 
using the program, it ought to be used 
to its fullest potential, rather than 
making the commercial message an 
intrusion, and an opportunity for the 
audience to shift around.” 

Perhaps one reason for the show's 
new business lies paradoxically enough 
in its audience. No one has properly 
analyzed the indirect buying power 
of children—that is, their influence 
in the home’s buying habits, but with 
certain products it is considerable. 
It has been demonstrated time and 
again that young families spend dis- 
proportionately more than do older 


families, and since young mothers 
make up an estimated 30 percent of 
Captain Kangaroo’s audience, an ad- 
vertiser, especially in the food and 
toy lines, has what might be con- 
sidered an ideal audience. 

The largest segment of viewers, says 
Mr. Keeshan. are the six-nine-year- 
olds. followed by young mothers. and 
then by 


olds). 


pre-schoolers (two-five-vear- 


The program itself is hard to define. 
It centers around the kindly grand- 
father figure, and an attempt is made, 
in Mr. Keeshan’s 


“the warm and unique relationship 


words. to create 


a grandfather has with his children’s 
children. He is old, but still spry 
enough to dance: he believes in the 
world around him; he has faith—a 
rare thing these days.” 

In addition to the Tom Terrific car- 
toons produced especially for the pro- 
gram by Terrytoons, there are certain 
established features, such as Mr. 
Greenjeans, live animals. a grand- 
father clock and puppets. Music plays 
an important role in Captain Kan- 
garoo, ranging from the better chil- 
dren's music through good popular 
music to classical music. Mr. Keeshan 
has found children are not repelled 
by classical music. 

There is a script for each program, 
but almost all dialogue is ad lib. 

Mr. Keeshan started his career as 
an NBC page boy. From 1947-1952 
(while attending Fordham University 
nights) he played Clarabelle, the 
clown, on NBC-TV’s Howdy Doody. 
He then played Corny the Clown on 
waBc-Tv New York’s Time for Fun, 
and while there introduced Tinker’s 


Workshop. In 1955 Mr. Keeshan, 











Jack Reber has been made assistant 
general manager of Cascade Broad- 
casting Co., Yakima, it has been an- 
nounced by Tom Bostic, vice president 
and general manager. Mr. Reber has 
been executive coordinator of the Cas- 
cade stations, which include KEPR-T\ 
KLEW-TV Lewiston, KBAS-TV 
Lake and KIMA-TV 


Pasco, 
E phrata-Moses 
Yakima. 


Memo 


(Continued from page 61) 


ing the court, which would have 
far-reaching effect on the entire in- 
dustry. 

“In my opinion, and this is strictly 
crystal-gazing, the court might rule 
either that the statute exempts the sta- 
tion from liability for remarks made 
on the air by political candidates, or 
that the entire Section 315 of the Com- 
munications Act is unconstitutional. 

in either case, it seems to me that 
the broadcaster would come out on 
would 


top. In the first instance, he 


know definitely where he stood and he 





with his friend, producer Jack Miller, 
developed Captain Kangaroo for 
CBS-TV, joining together to 
Keeshan-Miller Enterprises. In Janu- 


form 


ary of this year the partnership was 
dissolved, and Mr. Miller set up his 
own company to develop new prop- 
erties. 

The thinking and approach that 
have gone into Captain Kangaroo were 
influenced to a large degree by Mr. 
Keeshan’s experience in the field, and 
by three laboratory specimens he keeps 
at home: Michael, 7, Laurie, 5, and 
Maeve (pronounced Mayva), 4. He 
insists he doesn’t use his children as 
a laboratory, but concedes that living 
with them and with his wife Jeanne 
and with their multiple problems has 
taught him a great deal. 


would be standing in a good position, 
or, in the second case, it could be in- 
ferred that the FCC was improperly 
enforcing an unconstitutional statute. 
If so, we can go to Congress next year 
and attempt to get clarifying legisla- 
tion, which we would certainly hope 
would extend the immunity provision.” 

Whether Mr. Anello’s optimistic 
crystal-gazing turns out to be justified 
or not, the entire broadcasting industry 
should at least welcome the oppor- 
tunity for a clarifying ruling on a 
problem which appears to become 
more vexatious every election year. 
The politicos should also be interested 
in knowing what they can and cannot 
say with impunity. 





W all St. (Continued from page 63) 


custom-built hi-fi systems are marketed 
under the name of Bogen and Challen- 
ger. 

Siegler made its bow on the New 
York Stock Exchange in February 1958. 
For the fiscal year ended June 30, 1958, 
the company reported sales of $72 mil- 
lion, more than double the $32 million 
it reported in 1957. Its profits in the 
fiscal year totaled $1,215,000, equal to 
80 cents per share, compared to the $1.- 
036,000, or $1.36 per share, reported 
a year ago. The decline in per-share 
earnings reflects the increase in the 
number of outstanding common shares 
to 1,514,000 from 760,000 in 1957. 


EARNINGS UP. Siegler Corp.'s first- 
quarter earnings for the 1959 fiscal year 
are expected to be about $500,000, com- 
pared with $368,602 earned in the pe- 
riod ended Sept. 30, 1957. Sales volume 
in the first quarter of the current fiscal 
year will be about $18.6 million, $2 mil- 
lion more than the comparable 1957 pe- 
riod. 


Potential Big 


J. G. Brooks, president of Siegler, re- 
cently indicated that the military poten- 
tial for the company’s various divisions 
was tremendous and that the substantial 
growth for the company could be ex- 
pected for 1959 from both internal de- 
velopments and acquisitions. 

It's obvious, however, that the com- 
pany is badly in need of cash. It had 
been paying a dividend of 20 cents per 
quarter, but in the last quarter it 


dropped the dividend payment. It needs 
to hoard its cash to finance its acquisi- 
tion and developments. 

In its report for 1957 the company 
showed the basis of its sales. It prepared 
a pro forma report to reflect the acquisi- 
tion of Unitronics in September. This 
showed that as of Sept. 13, 1957, Siegler 
had a volume of $68 million, of which 
the electronics divisions contributed 63 
per cent, the heating and cooling divi- 
sions 28 per cent and the tool and ma- 
chinery units nine per cent. 
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| hae year as television’s audience continued to 
grow, the prudent ones among us cautioned 
against a hasty acceptance of its heady statistics. 

Each year, they said you would have to wait for it 
to settle down . . . until the audience got used to hav- 
ing a moving, talking picture in their living rooms. 

And each year the audience grew larger. 

Surely, now in the eleventh year of network tele- 
vision it seems reasonable to agree that television is 
no longer a novelty—that the audience and the adver- 
tiser have had time to evaluate it. 

It is clear to even the most conservative eye that 
television today is more attractive to the American 


family than ever before. 


I" 1958 the average television family is watching 


more than ever—an average of four hours and 
59 minutes a day. Tonight at 9, for example, three 
families out of every five will be watching television. 
Today there is at least one television set in 43,900,- 
000 homes—86% of the nation’s total. And 6,000 
new television homes are being added every day. 
Advertisers today are reaching the largest audi- 
ences in history at a lower cost per thousand custom- 


ers than any printed medium can provide. 


| = you evaluate television today—as a 
medium of entertainment and information— 
or as an advertising vehicle—it clearly retains its 
compelling ability to hold the interest of its audience. 
And it always will. 
For television moves in the main stream of 
American life. And the continuing novelty in the 
images it brings to the viewer reflects the ever chang- 


ing world of his experience. 


i it reaches more people—at the same in- 
stant—than any form of mass communication 
ever devised, American business invests more of its 
national advertising appropriation in television than 
in any other advertising medium. 

Because it is attracting the largest nationwide audi- 
ences in all television, (as shown in the 79 consecutive 
Nielsen Reports issued since July 1955), the CBS 
Television Network continues to be the largest single 


advertising medium in the world. 


CBS TELEVISION NETWORK® 





awirs 
NORM) LAY 
of 
television 
has 

NO) 


ofim 


aatalabaal Cc 
VITL 


Service-Ads in 
late positions 
near your market data 
your listing. 


SROS 


Standard Rate & 
Data Service, Inc. 
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News (Continued from page 48A) 


following two days by a series of speak- 
ers who will discuss all phases of pro- 
motion and exploitation. 

Attendance this year is expected to 
exceed 300. Steve Libby, account ex- 
ecutive for Communications Coun- 
selors, Inc., has been added to Mon- 
day’s agenda. 

A session on ratings, titled “By the 
Numbers,” will be held on Tuesday. 
Robert Riemenschneider, media direc- 
tor of Gardner Advertising Agency, St. 
Louis, will join Dr. Thomas Coffin, di- 
rector of research for NBC-TV, in this 
discussion. The roster of discussion 
leaders for the round-table session to 
be held on Wednesday at 9:30 a.m. has 
been completed. L. Walton Smith, of 
Transcontinent Television Corp., will 
preside. The discussion leaders are: 

Radio sales promotion: Mitchell 
Krauss, wip Philadelphia; tv sales pro- 
motion: William Walker, WrFrcGa-Tv 
Jacksonville; tv audience promotion: 
Burt Toppan, wrvs Miami; radio audi- 
ence promotion: Glenn Kyker, wwJ 
Detroit; radio publicity and exploita- 
tion: Worth White, wetr Raleigh; tv 
publicity and exploitation: Mike Schaf- 
fer, WAVY-TV Norfolk; tv merchandis- 
ing: Annie Lee Smith, wcsc-Tv Charles- 
ton; radio merchandising: Charles 
Larkins, KTUL Tulsa; trade advertising: 
Don Sullivan, Corinthian Broadcasting 
Corp., New York. 

Other features include the news- 
paper, magazine and outdoor presenta- 
tions scheduled for Monday and Tues- 
day. John F. Hurlbut, promotion and 
public-relations manager for WFBM-AM- 
TV Indianapolis, is convention program 
chairman. Don B. Curran, promotion 
manager of KTvI St. Louis, is conven- 
tion arrangements chairman. Conven- 
tion registration will be held at the 
Chase Hotel Sunday from 4-10 p.m. 
and on Monday from 9-10 a.m. The 
complete agenda is as follows: 


Monday, Nov. 17: 

10:00 a.m. Keynote Address: Elliott W. 
Henry, president of BPA. 

10:30 a.m. Newspaper Today: Edward F. 
Falasca, creative vice president, Bureau of 
Advertising, American Newspapers Pub- 
lishers Association. 

12:00 noon. Luncheon: Address by Donald 
H. McGannon, president, Westinghouse 
Broadcasting Co., Inc. 

2:30 p.m. Magazine Today: Albert M. Snook, 
Chicago manager, Magazine Advertising 
Bureau. 

4:00 p.m. Breaking Into Print: Consumer 
Press—Pete Rahn, am-tv editor, St. Louis 





Globe Democrat. Trade Press—Steve Libby, 
account executive publicist, Communica- 
tions Counselors, New York. 


Tuesday, Nov. 18: 

9:30 a.m. Take It Outdoors: John L. Bricker, 
executive vice president, Outdoor Advertis- 
ing, Inc., New York. 

11:00 a.m. By The Numbers (An analysis of 
ratings): Dr. Thomas Coffin, director of re- 
search, NBC, New York: Robert Riemen- 
schneider, media director, Gardner Adver- 
tising Agency, St. Louis. 

12:00 noon. Luncheon (No speaker). 

1:30 p.m. Broadcasters’ Promotion Associa- 
tion Meeting (Open only to voting mem- 
bers): Regular annual meeting for election 
of officers and other business matters. 

3.30 p.m. Promotion, Key Management Func- 
tion: For Management—Joseph M. Baisch, 
general manager, WREx-TV Rockford, Il. 
For Sales Management—John Stilli, sales 
manager, KDKA-TV Pittsburgh. For Station 
Representatives—Lon King, assistant vice 
president in charge of television promotion 
and research, Peters-Grifin- Woodward, 
Inc., New York. 

6:00 p.m. Trade Press Reception: Thirteen 
television-radio industry trade publications 
will host this reception for BPA conven- 
tioneers. 

7:45 p.m. Annual BPA Banquet: Don B. Cur- 
ran, convention arrangements chairman, in 
charge of entertainment; program will fea- 
ture nationally known Dixieland jazz 
musicians. 


Wednesday, Nov. 19: 

9:30 a.m. Pick-The-Brain: Popular round- 
table swap sessions, presided over by L. 
Walton Smith, Transcontinent Television, 
Inc. 

12:30 p.m. Adjournment: After remarks by 
Elliott W. Henry and the newly elected 
president of the Broadcasters’ Promotion 
Association. 

















WNEP-TV now delivers the best possible cover- 
age of the prosperous Scranton-Wilkes-Barre 
trading area at the lowest cost-per-thousand. 
In North Eastern Pennsylvania’s 21-county area, 
WNEP-TV now hits a total of 336,157 TV homes 
(plus about 65,000 more reached by two satel- 
lites)... blanketing a booming industrial center 
with annual retail sales of over $2 billion. Add 
ABC-TV's top-rated shows... fine new local pro- 
gramming from studios in both Scranton and 
Wilkes-Barre...and WNEP-TV makes the 
“prettiest picture’ for advertiser and viewer! 


REPRESENTED BY AVERY-KNODEL, INC. 


+ CHANNEL 16 
WNEP-TV : ,sceasron 
: WILKES-BARRE 


WROC TV, Rochester, N.Y. WSVA, WSVA-TV, Harrisonburg 
WGR, WGR-TV, Buffalo © WNEP-TV, Scranton—Wilkes-Barre [MI Service 
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Bruce L. Altman 
elected vice presidents of Kenyon & Eckhardt, Inc. Mr. Altman 
joined K&E’s Los Angeles office in September after five years as 
vice president and account supervisor at Anderson-McConnell Ad- 
vertising Agency. For seven years prior to that he headed his own 
agency in Los Angeles. Mr. Baldwin came to K&E in Chicago as 
an account executive last February, and was subsequently appointed 
an account supervisor. Previously he had served Needham, Louis & 
Brorby, Young & Rubicam and Leo Burnett, as well as Carling’s 
Brewery, in various capacities. 





Edmund C, Bunker (1.) has been named vice president and 
general sales manager of CBS-TV network sales, with Carl S. 
Ward, national manager of affiliate relations since April 1957, 





succeeding him as vice president and director of affiliate relations 
for the network, the post which Mr. Bunker has held since October 
1957. Mr. Bunker joined CBS-TV as an account executive in net- 
work sales in June “49; in 1952 he became general sales manager, 
KNXT Hollywood, in 1954 general manager, wx1x Milwaukee. Mr. 
Ward, a 13-year veteran at CBS, has been with wcco Minneapolis 
and was general manager of wcss New York. 






















George H. Gribbin, senior vice president and copy director of Young & Rubicam, Inc., 
has been named president of the agency, succeeding Siguard S. Larmon, who will continue 
as chairman of the board and chief executive officer. Mr. Gribbin, a 5l-year-old native of 
Nashville, Mich., graduated from Leland Stanford and started in advertising as a copywriter 
with the J. L. Hudson department store in Detroit. He subsequently served the May Co., 
Bamberger’s and R. H. Macy in a similar capacity before joining Y&R in 1935 as a copy- 
writer. He was made a copy supervisor in 1943, and then served two years in the Army, 
emerging as a captain assigned to the office of the Under-Secretary of War. In 1951 Mr. Grib- 
bin was made a Y&R vice president and head of radio-tv commercials; in 1954 he became 
copy director, and two years later he was appointed a senior vice president. 


and John L. Baldwin have been 





Robert L. Garrison, a vice president of MacManus, John & Adams, Inc., has been 
elected a member of the agency’s board of directors, it has been announced by Ernest A. 
Jones, president of MJ&A. Mr. Garrison is director of the agency’s consumer-products divi- 
sion and a member of the administrative committee; the division he heads embraces such 
accounts as Minnesota Mining, S. S. Kresge, Dow Chemical and Hartmann Luggage. Mr. Gar- 
rison was born in New York City in 1918 and graduated from the University of Michigan in 
1940. Before joining MacManus, John & Adams as a copywriter in 1952 he had been con- 
nected with Campbell-Ewald, the Jam Handy organization, the Ford Motor Co., Ross Roy, 
Inc., Kenyon & Eckhardt and D. P. Brother & Co. His major outside activity is dramatics, 
and he is a working member of the Detroit Players and the St. Dunstan’s Guild. 









The appointment of John W. Kiermaier as assistant to the president of Independent 
Television Corp. has been announced by Walter Kingsley, who holds the top post in the 
recently formed ITC. Mr. Kiermaier joined the new company at the time it was organized 
this past summer by the Jack Wrather Organization of Beverly Hills, Cal., and Associated 
Television, Ltd., of London, England. Prior to his promotion as Mr. Kingsley’s assistant, 
Mr. Kiermaier was business manager of ITC. Before his association with the new firm he 
was with NBC-TV, where he served as director of administration, NBC news and special af- 
fairs; he also had been administrative coordinator, NBC Film, and administrative sales man- 
ager of the same division. During World War II Mr. Kiermaier, who graduated with a B.A. 
from Wesleyan University and an LL.B. from Yale Law School, was a Navy lieutenant j.g. 
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” FROM THE CORNERS OF 
THE WORLD COMES 
bee Gree’ 
RENDEZVOUS 
WITH 
ADVENTURE 
39 Half Hours in Color 
Each film is professionally 
Photographed by Lee Green, 
He brings his own daring ex- 


ploits to the screen for the 
first time. 


see: 


Adventure of 
Sultans of 
Guadalupe 


Mexico 


Adventure of 
Renegade 
Mountain Lion 


Montana 


Adventure of ° 
Beach of 
Diamonds 


Africa 


For 
more information 
wire 
or call 


J 
< Woe acme and 
ASSOCIATES 


Hollywood, California 
HO 2-4448 
in New York: 
Peter Piech« Mike Mills 
Murray Hill 7-5011 


in Chicago: Jack Russell 
State 2-2818 


76 November 3, 1958, Television Age 


reve soe Pee Cane 


The Nun’s Story in this television 
age: The cameramen in the Memphis 
educational television station discov- 
ered recently that the white coif worn 
by a Roman Catholic nun rehearsing 
for a televised algebra course was caus- 
ing a “halo” to circle the sister’s head. 

The halo, however, was not the ec- 
clesiastical type, but the “blinding” 
glare from the stark whiteness of the 
starched face piece blanked out the 
home screen’s picture of the nun. 

Nun and cameramen went into a hud- 
dle. As a result the sister dyed her habit 
a “pretty pink,” draped her head with 
a soft-white veil, returned before the 
camera, and the show went on. The 
halo was gone. 

The pink habit, incidentally, was an 
“instant hit” with the other members 
of the sister’s order. 

ood % * 

Hot television items: The New York 
City fire commissioner said on a local 
tv show that kitchen fires in Gotham 
have increased by 90 per cent this year 
because housewives have been watching 
their sets instead of their pots . .. And 
then we hear that soon tv cameras are 
going to go up 80,000 feet to photo- 
graph the sun. 

* * + 

The poll poll: They tell about a fel- 
low down in the deep south who de- 
cided to run in this current election for 
Congress on the Republican ticket. He 
thought that he would go all out—he 
had substantial financial backing, it 
seems—and do a lot of tv campaigning. 
His format was to get local people in 
each area to appear with him. 

As the first step in organizing his 
campaign, he wrote to the local elec- 
tion boards in his state asking for lists 
of all registered Republicans in each 
district. In due time he received the 
requested information from all districts 
except one, and so he wrote that one 
again. 

A few days later the reply arrived 
from the recalcitrant election district. 
On a sheet of ruled tablet paper this 
message was scrawled in pencil: 

“Dear Sir: There ain’t no registered 
Republicans in this district, and if there 
was they'd be registered Democrats.” 


What's in a name? What with it now 
being new-car time and the names of 
the various makes are—happily—being 
spotted on the tv screens, it made us 
think of this startling fact: That in only 
a little more than 50 years of motor- 
car manufacturing, over 2,200 different- 
name makes have been offered to the 
public. 

We looked through a book called 
Auto-Biography by Harold B. Chase the 
other day and came across some names 
that would give copy writers—as well 
as the rest of us—the willies. 

How would you, for instance, like to 
write a commercial for a car named 
O-We-Go? Or for one called The Sev- 
en Little Buffaloes? Or, how about an 
ID for makes named Rigs-That-Run, 
the Pneumobile, the Bug, the Red-Bug, 
the Izzer, the P.E.T., the Poppy Car, 
the Buckles, the Eck, the Car-Nation, 
the Okey and even the Longest. 

And once upon the road there was 
the Amex, the Apell, the Appel and, 
probably a special for teachers, the Ap- 
ple. And, finally, three that sound like 
tin cans rolling down a hill: Klings, 
Klinks and Klocks. 


* * * 


Here’s a college fellow who not only 
deserves doctorates in both logic and 
economics but also a free television set 
as a bonus. 

It seems that this student, applying 
for a scholarship at the University of 
Colorado, was asked to state his prin- 
cipal reason for needing assistance. He 
wrote: 

“My wife and I are now separated. 
which has left me as my sole means 
of support.” 


io * x 


But here’s another student who ought 
never to be in a position where he'd 
have to ask support from anyone. 

This undergraduate wanted to sur- 
prise his girl on her birthday and he 
knew where he could pick up a second- 
hand portable tv set for $30. But when 
the time for purchase came around he 
found he had only $20. He took the $20 
to a pawnshop and pawned it for $15, 
then sold his pawn ticket to a passerby 
for another $15, giving him his needed 
$30. 





a good 
_ quarter 
IS always. 
In season... 


Oa . 
te LL be Lee. 


and we’ve had three great ones! wrca-TVv has stacked up quarterly records one 
after the other this year. The third quarter was the sweetest! WRCA-TV’s share of audience was up 
a juicy 17% over last year...sales up a mighty 26%. It has been the biggest third quarter and the 
biggest first nine months in the station’s history! Whatever your product, don’t miss the record- 
breaking harvest of the last quarter... on the NBC leadership station in America’s richest market. 
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